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IMPORTANT ROLE IN OUR NATIONAL DEFENSE 
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THE. NEW YORK STATE 
BUREAU OF MILK. PUBLICITY 


In 1941, theatrical audiences in New York State will see this film contribution to the public welfare 
produced for the State of New York, Department of Agriculture and Markets, Bureau of Milk Pub- 
licity, in cooperation with J. M. Mathes, Inc. Many other Audio-produced pictures have won enthusi- 
astic applause. Interpretation of YOUR problem in public relations, sales promotion or training is a 


task which Audio’s creative and technical personnel and equipment are qualified to provide. 


COMPLETE FACILITIES FOR 
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To Sell Better... TELL Better 


with 
6 mm. PROJECTORS 


, How Incorrect Threading of Film Is Prevented in FILMOSOUND PROJECTORS 
NS matter how carefully you prepare the business 


film that tells your sales story ... no matter how 
much time and talent go into its planning and making 

. no matter how much money you invest in it—the 
final step on which success depends is the projector 
with which you show it. If projection falls short of 
theater-quality reproduction of sound and picture, the 
whole show will be mediocre, or ruined. 

It isn’t good business to take that chance. . . because 
it is a Chance you need not take. Filmosound Pro- 
jectors, precision-built by the makers of Hollywood's 
professional equipment, absolutely assure the clear, 
steady, brilliant reproduction of both sound and pic- 
ture that well-made films deserve. The use of Filmo- 
sounds by practically every great film user in American 
industry is conclusive evidence of that. 

Furthermore—Filmosound Projectors positively ; : ; ‘ pti te 
eliminate all possibility of film damage resulting from Put film approximately in Press the guard. etn Release guard. Film now 
incorrect threading. They cost less per year of service place on the new Safe-lock into place, = engaged by cannot jump A tear it- 
and are so easy to operate that med not attention is Sprocket premet toe self on sprocket teeth 
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focused ON THE PICTURE—not distracted by the 
machine. 

There is a Filmosound or Filmo Silent 16 mm. Pro- NEW CONSTANT-TENSION TAKE-UP 
jector for your individual needs. For information, use 
the coupon. Bell & Howell Company, Chicago; New 
York; Hollywood; London. Established 1907. 





@ The new B&H self-compensating con- the proper pull regardless of the size of the 
stant-tension take-up is another improve- reel—regardless of the amount of film on 
ment now incorporated in all Filmosound _ it. The entire length of film—long or short 
Projectors. It eliminates take-up troubles —is taken up smoothly and evenly. Mail 
at their source... automatically maintains coupon for complete information. 



















FILMOSOUND ““MASTER’’—2 powerful 


16 mm. sound film projector for serving larger 
audiences. Offers a wide range of services $ 
and great audience-handling capacity.. 410 


We Send You Vhez 
oM Scag 


with Our Compliments? 


J MAIL COUPON FOR 
““SHOWMANSHIP“”’ 


























FILMOSOUND “COMMERCIAL” js a compact, 


single-case projector offering the utmost in convenience 
and simplicity of operation for the busy salesman. It pro- 
vides uninterrupted three-quarter-hour showings of theater 
quality in salesroom, showroom, hotel room, or moderate- 
sized auditorium. Has 750-watt lamp, powerful amplifier, 
speaker-hiss eliminator, “floating film” protection, and 
provision for using microphone or phonograph 


en I MI re iienddccdvadenaccustoses $276 


BELL & HOWELL COMPANY 
1808 Larchmont Avenue, Chicago, III. 


() Send 36-page, illustrated booklet: ¢ 
Showmanship, Today's Formula for Selling. 


Send details on Filmosound ( ) “Commercial” 
( ) “Master” 


Name Title 


Company 


PRECISION-MADE BY 
Address 


BELLA LOVVEL —a 
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December 21. 
Dear Boss: 

Like you say, advertisers are the 
life’s blood of a magazine and we 
have to have them. Recently | got 
out the classified phone book and 
took down their list of motion pic- 
ture producers; what a list of pros- 
pects, there must have been three 
hundred of them. I thought, “Gee, 
if we could get all those people in 
the book we’d make a fortune.” So 
I started out to make the rounds 
and see if we couldn’t get us that 
fortune. 

Now, if you wanted to tell any- 
body about this it wouldn’t be such 
a good idea for me to say just who 
these people are. But they are here. 
Not quite as bad as the old story 

you remember: The ad man- 
ager of that company in the middle 
west who received a direct mail 
piece about commercial movies 
from some address on Sixth Ave- 
nue. It looked pretty good so the 
next time he was in New York he 
looked them up; walked up Sixth 
Avenue and found the number all 
right, but guessed it must have been 
a mistake because this number was 
a pawn shop. “Better check, any- 
way, he thought, so he went in. 

“An overcoat he wants, nu?”, 
said the proprietor, “Maybe a 
watch, genuine Hemmilton with 17 
jewels; look, a nifty, ain’t it?” 

Our ad man told him no, he must 
have the wrong address and showed 
the tri-ball mogul his direct mail 
piece. “That’s right,” said the pro- 
prietor, “But it’s my son, not me.” 
He went over to the back stairs and 
hollered, “Hey Abe, come on down, 
gentleman for peekchures!” No, I 
didn’t find any commercial pro- 
ducers in a pawn shop, but I did 
find one holding down a desk in a 
land office. 

This gentleman told me he was a 
“retired Hollywood producer” who 
was willing to apply his talents to 





the making of superior quality mo- 
tion pictures for American indus- 
trial firms. “This is just a place 
where I get my mail and receive 
my phone calls,” he said deprecat- 
ingly, “my studio is located in New 
England.” 

“New England?” I asked. “Yes, 
in Connecticut, although I still 
make some of my pictures in Holly- 
wood.” 

I told him that I was very _inter- 
ested in learning more about his 
work, that it certainly sounded in- 
teresting. He said that although he 
operated in a pretty big way it was 
just sort of a hobby with him and 
he hoped I understood that of 
course he couldn't divulge the 
names of any of his clients as that 
was simply not done among the 
better producers. 

I can understand that perfectly 
well; I’m going to play ball with 
him. I’m not going to divulge his 
name either. Incidentally, he has 
kept his secret pretty well. Nobody 
else seems to have heard of him, 
except the classified section and, of 
course, that magazine which pub- 
lished a list of “recognized” com- 
mercial producers some time ago. 

Then there’s that building over 
on Seventh Avenue. We know some 
of the people there pretty well, you 
know, good friends. And I thought 
it would be a swell idea to spread 
the good word around among their 
many neighbors, mostly all com- 
mercial producers, according to 
that magazine. That’s right, too, 
they are. One of them told me 
this: 

“Sure, we make commercials, we 
make anything. we'd do GWTW if 
you gave us the money.” Well. that 
seemed fair enough, but what about 
script writers and that sort of thing, 
there is a rumor that you have to 
have fellows who are trained in ad- 
vertising technique to write good 
business film scripts. He said, 
“Aw, that’s hooey, they're movies 
aren't they, if its movies you want, 
we can make ’em.” Boss, if you 
know anybody who wants movies 
and wants ‘em cheap, let me know. 

I wish you knew how hard it is 
selling ads-in this town: I'll bet I 
could have signed up a dozen of 
those fellows. Your policy is all 
wrong. After all, its a man’s own 
business about who his clients are 
and pictures that he has made, and 
boss, you don’t realize how touchy 
some of these people are. Now if I 
have to get some dope on them be- 
fore I get out the old meat-ax, how 
can I sell any advertising, tell me 
that. If they’re no good we'll find 
out about it eventually, anyway. 
How about it? 


Ed. Note. No sale. 
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JS, commercial sound motion picture 


or sound slide film can be any better 
than the scenario that provides the sum 


and substance of the story to be told. 


Recognizing this fact, we have assembled 


what is acknowledged to be the most 





capable creative staff in the commercial 


sound picture industry. 





THE TRUE MEASURE OF WHAT WE CAN DO IS FOUND IN WHAT WE HAVE DONE 


Catering to a select clientele 
who demand distinctive 


Picture Productions, Ine.  gr4 oustanding Sound 


for Commercial Application. 
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RESERVE 
POWER 


CAMERAMEN depend on the extra abil- 








ity of each Eastman negative film to 
meet inevitable emergencies, and by so 
doing to help maintain exacting shooting 
schedules. This reserve power always 
has distinguished Eastman raw films. 
Kastman Kodak Company, Rochester, N.Y. 


J. E. BRULATOUR, INC., Distributors 





Fort Lee Chicago Holly wood 
PLUS-X SUPER-XX 
for general studio use when little light is available 


BACKGROUND-X 


for backgrounds and general exterior work 


EASTMAN NEGATIVE FILMS 
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FOR FULL DIVIDENDS 


FROM YOUR 
1941 FILM INVESTMENTS 


Show Pictures : 
SCREENS 





(Reg. U. S. Pat. Off.) 











One of the leading producers of business films stated it this 


THE DA-LITE CHALLENGER SCREEN is the only screen with way, “A good screen, which presents each picture at its best, 
square tubing in the tripod and extension support to hold the case me 

aligned—the only screen that can be adjusted in height, merely by - - 

releasing a spring latch and raising the extension support. There Is as necessary for the success of any film as good photography 
are no thumbscrews to tighten. 12 sizes from 30” x 40” to 70” j a af 


94” inclusive, from $12.50* up 


and careful direction.” 





A FEW OF THE 1940 PRODUCTIONS When you choose Da-Lite screens for your 1941 business films, 
SHOWN ON DA-LITE SCREENS you benefit from 32 years of specialized experience in screen 


“MAKE SERVICE PAY A PROFIT“—produced by Asso- manufacture. Because of their time-proved projection qualities 
ciated Sales Co. for Minneapolis-Moline Power Implement 
Co. and advanced features that make for greater convenience, Da- 
“THE BEST SEAT IN THE HOUSE”—by Audi Vision Co 
for C. F. Church Manufacturing Co. . - ye — . “ =" ed i a. 
a cae tan Geld tei Wes ten. oe Lite Screens are first choice of leading producers, distributors, 
Northwestern Fuel Co. - . 
“SMOOTH SALE-ING"—by Brobuck, Inc., for Toastmaster and users of business films. 


Products Division, McGraw Electric Co. 

“A WORD TO THE WISE"—by Chicago Film Laboratory, 
Inc., for National Retailers Mutual Insurance Co. and 
Federal Fire Insurance Co. 

“HELPFUL HENRY”—by Pat Dowling Pictures for Inter- 
national Harvester Co. 

“GREEN ACRES"’—by Films of Commerce, Inc. for National 
Fertilizer Association. 

‘HIS WIFE'S VACATION”—by Haig and Francisco fer 
Jewel Tea Co. 

“AUTO-LITE ON PARADE”"—by Jam Handy Picture 
Service Co. for Electric Auto-Lite Co. 

“EASY PICKINS'’ by Burton Holmes Films, Ine. for 
J. 1. Case Co 

“FIVE FOR ONE”™—by Frederick K. Rockett Co. for Rich- 
field Oil Co. 

“THE TRAVELER"—by Ross Roy, Inc., for Chrysler Divi- 
sion, Chrysler Corp. 

“BOTANY CLOTHES THE NATION”—by Spot Film lro- 
ductions for Botany Worsted Mills. 

“IT HAPPENED TODAY"—by Talking Sales Pictures, Inc., 
for Conference of Hospital Service Plans. 

“YESTERDAY, TODAY AND TOMORROW” by Wilding 
Picture Productions, Inc., for H. J. Heinz Co. 


THE DA-LITE MODEL B, (shown at left) 
a map type hanging screen, is available 
in twelve sizes from 22”x30” to 63”x84” 


from $7.50* up. 


SEND FOR 
FREE BOOK 
containing 48 pages 
of facts about 
screen surfaces, 


sizes, and types of 


mountings. 








~~ 


| MAIL COUPON NOW! 
Tie | 





Prices slightly higher on Pacific Coast. 








DA-LITE SCREEN COMPANY, INC 


Dept. IBS, 2723 N. Crawford Ave., 

Chicago, Illinois 

Please send your free 48 page book on Da-Lite 
Screens and the light reflective qualities of various 
screen surfaces. Also give us the name and 


address of the nearest Da-Lite distributor. 


-Tiwsl Chorce of Leading Praoducert, Vistitiuto mz, 


aetta Vltews of BGusiwess Filvet , i a 
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BOSE SCRIAE 


THE MAGAZINE OF COMMERC 


As We Take Inventory 


¢ AN EDITORIAL + 


% As 1941 rolls up a prophetic curtain and we balance last year’s sundry bills 
and tax receipts, the figures show that the impressive sum of nearly two hundred 
thousand copies of this journal have been laid on the doorsteps of American 
business. Last month, for example, advertising supporters of our humble efforts 
had the good fortune to share in 170,000 pages of reprint matter that went into 


the mails at the expense of those who felt themselves well served by this material. 


The pages of Business Screen have been addressed to business executives as an 
educational effort to aid them in securing the utmost benefits of the visual media 
we serve. We show no preference to slidefilms or to motion pictures since each 
has an individual and vastly different field of service. But we have brought to 
all who might conceivably make use of these tools, the latest and most thorough 


information on their application and use. 


The results of these efforts have been gratifying. Business Screen frankly wasn’t 
founded to make someone’s fortune and it hasn't. But the editors have had the 
satisfaction of receiving hundreds of direct inquiries; of seeing many film pro- 
grams instituted among readers as the result of direct editorial or advertising 
suggestions. The publication of an annual audio-visual equipment buyer's guide 
has opened new channels of interest as well as serving those who represent this 
side of our field with the first publication of its kind ever attempted for either 


the educational or the industrial buyer. 


So we take stock for the coming year, having grown stronger by the difficulties 
of the road behind. Our register of advertisers is a veritable blue book of the 
industry's most responsible concerns; the restrictive policy which bars a good 
many would-be ads from every issue has been a healthy influence benefiting 
those who represent the industry’s best elements as well as simplifying the reader's 
selection. Because we believe that we are part of an industry, that guiding policy 


will continue in Business Screen through the years to come. 


From the industry's point-of-view, 1941 promises to be a great year. President 
Roosevelt's recognition of the film’s value as an instrument of education and 
information and its widespread employment by all branches of the government 
and the defense services is equalled in the industrial field by increasing numbers 
of sponsors returning year after year to make new programs. Through all of 
this production a single important rule is observed—that minimum standards of 
professional theatrical quality must be maintained on the screen. Few spon- 
sors of importance will risk their concern’s own hard-won business reputations 
by violating this code in the film any more than they would in printed adver- 
tising or on the radio. Certainly this does not imply an endorsement of extrava- 
gance but simply the maintenance of truly professional standards on the part of 


both producer and sponsor, no matter what their size or financial rating. 





IAL AND EDUCATIONAL FILMS 
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RIGHT of THE REEL 


* Under the rules laid down by the American 
Academy of Pediatrics, their new educational- 
to-the-public film When Bobby Goes to School 
may be exhibited to the public by any licensed 
physician in the United States. 

All that is required is that he obtain the en- 
dorsement by any officer of his county medical 
society. Endorsement blanks for this purpose 
are obtained on application to the distributor, 
Mead Johnson & Company, Evansville, Indiana. 

Such endorsement, however, is not required 
for showings by licensed physicians to medical 
groups for the purpose of familiarizing them 
with the message of the firm. 

When Bobby Goes to School is a 16-mm. 
sound film, free from advertising, dealing with 
the health appraisal of the school child, and 
may be borrowed without charge or obligation 
on application to the distributor, Mead Johnson 
& Company, Evansville, Indiana.—The Journal 
of American Institute of Homeopathy. 


* A new sound-slide film depicting the dish- 
washing service rendered by Economics Labo- 
ratory, Inc. of St. Paul, is now being shown to 
hotel and restaurant men. This unique method 
of educating kitchen crews on efficient and eco- 
nomical dishwashing is proving popular with 
operating executives for in fifteen minutes it 
shows the importance of a careful check-up of 
dishwashing equipment. using _ illustrations 
which show proper techniques. 

The slide-film method of presenting the serv- 
ice story was decided upon by Economics Lab- 
oratory, manufacturers of Super Soilax, as the 
quickest and most effective method of getting 
this message to managers, assistant managers, 
stewards, dieticians and the like. The film is 
capable of being projected on an office desk 


under ordinary light in as little as 12 minutes. 


* Sound motion pictures providing simple and 
practical instruction in all phases of mechanical 
trades, such as tool and die making, precision 
measuring and layout methods, machine tool 
set-up and operation, and related subjects, are 
now being distributed by the Film Produe- 
tions Co., 1504 Hennepin Avenue, Minneapolis. 
More than a year of research and planning went 
into the preparation of these 16-mm. films. Full 
use is made of animated drawings, micropho- 
tography, slow motion and many other advan- 
tages of motion pictures. They are expected to 
prove valuable in the training of skilled workers 
needed to complete the new national defense 
program.—Iron Age. 


Business Screen Names Art Director 

* The editors of Business SCREEN announce the 
appointment this month of Dan Runyan, well- 
known advertising illustrator, as art director. 
Expanding service to advertisers and the in- 
creasing number of pages in 1941 issues (this 
number shows a 10% gain) made the staff 
addition necessary. 
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THE SOUND TRACK appears as a means of keeping you informed about the use that 
various industries are making of motion pictures through the producing and distrib- 
uting organizations of Castle Films, now in 26th year of service to American business. 





BERWIND - CARRIER - CHESTERFIELD - MEAT BOARD 


“YOU AND BERWIND’ 


Castle Films selected Hicksville, Long Island, 
for the exterior locale of a five-reel, all-dialogue 
motion picture produced for the Berwind Fuel 
Company of Minneapolis, the third picture that 
this company has made through the Castle or- 
ganization. A cast of well-known actors worked 
weeks in sound studio and on location on what 
is definitely one of the finest examples of sales 
training films. James Kirkwood, a performer of 
wide experience, and Ted Newton, who now is 
making a name for himself in the cast of the 
current Broadway success, ‘‘The Man Who Came 
to Dinner’’, were among those in the cast. The 
movie, “YOU AND BERWIND”, is doing a 
splendid job telling coal dealers how to sell heat 
and how to service customers. 


AIR-CONDITIONING PICTURED 


Carrier Corporation’s interesting and informa- 
tive IGLOO at New York World’s Fair provides 
the setting for a new film story of modern air- 
conditioning which will soon be ready for release. 
The production will picture and explain the im- 
portance of heat and cold, humid or dry air in 
modern homes and industries with examples of 
installations of unusual interest. 


CHESTERFIELD “SATISFIED”! 


Last October, Newell-Emmett Co., Inc., extended 
a sectional service which Castle Films Distribu- 
tion Service had been rendering in the interests 
of Chesterfield cigarettes to include every state 
in the Union, together with Alaska, Hawaii and 
the Philippines. Originally, Castle operators were 
used for an intensive motion picture campaign 














ASTLE FILMS 


30 ROCKEFELLER PLAZA, NEW YORK » FIELD BUILDING, CHICAGO + RUSS BUILDING, SAN FRANCISCO 
Producers, Distributors, Exhibitors of Business Motion Pictures 


in only three states, New York, Pennsylvania 
and Missouri. The success of the coverage ob- 
tained in those states led to the addition of five 
others. Then, in October, the campaign was made 
nation-wide. The service consists of providing 
showings for two motion pictures, March of Time 
productions, entitled ‘‘TOBACCOLAND IN 
THE U.S. A.” and “PLEASURE TIME”, the 
latter featuring Fred Waring and his radio group. 
Hundreds of Castle projectionists, equipped with 
16 mm. sound projectors, are used in this service 
which includes reports to the client in advance 
of showings, reports on the showings and liberal 
use of Chesterfield literature and posters. 


* * ~ * 


“MEAT AND ROMANCE’ DISTRIBUTED 


Castle is showing the sound picture, ‘“Meat and 
Romance’’, produced by National Livestock and 
Meat Board of Chicago in collaboration with the 
Bureau of Home Economics of the U. S. Depart- 
ment of Agriculture and the American Medical 
Association. Two million, five hundred thousand 
women in home economic groups, women’s clubs, 
societies and other large audiences of housewives 
and home-makers will be entertained and in- 
formed by this picture all over the United States. 
The presentation includes valuable information 
on the buying, preparing, carving and serving 
of meat, and offsets erroneous ideas about meat 
in the diet. 


* * * * 


Castle Films’ productions of a topical nature are 
being used increasingly by sales managers to pro- 
vide variety and relief in their sales and dealer 
meetings. Three such Castle films, just released, 
are ‘‘News Parade of the Year’’, ‘‘Football 
Thrills of 1940’’ and ‘‘Super Thrills in the 
News’’. 





pee test fFta nese 





“Popular Sculpture” is the title of 
a one-reel motion picture made 
for Procter & Gamble through 
the National Soap Sculpture Com- 
mittee for distribution by the pro- 
ducers through schools nationally 
and in Canada. 


The Finishes Division of the E.!. du 
Pont De Nemours and Co., Inc., in 
‘ts campaign to stress styling in 
color, is using successfully, coast to 
coast, a two-reel, all- dialogue 
movie produced by Castle Films. 


Studio production scene during 
the shooting of “You and Ber- 
wind", a new five-reel, all-dia- 


logue motion picture just produced 
by Castle Films for the Berwind 
Fuel Company of Minneapolis for 
dealer training. 


Castle Films is distributing two 
Chesterfield motion pictures na- 
tionally, “Tobaccoland, U.S. A.” 
and ‘'Pleasureland", through 
Newell-Emmett Co., Inc. The con- 
tract calls for distribution also in 
Alaska, Hawaiiand the Philippines. 
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WOULD YOU GIVE A PENNY 





A MINUTE EACH FOR THEIR 












WHY NOT 
INVESTIGATE? 








A penny a minute each to show thera what you have to sell . . . to tell ' , 
In thirty minutes we can explain 

them about it . . . to demonstrate its uses. .. That’s what a talking picture how your present or future talking 
picture can be shown to the right 

can do for you... when backed by a Modern plan of showing. people in the right places at the 
right time and in the right way . 

. . . , cost. I -0 
Here’s where we come in. . . to show your picture in any part of the country os 9 low anes. Fneus Grarls 60080 


in New York, or write us, now. 
you specify, before any audiences you specify, and when you specify. 


That headlined cost of a penny per person per minute is being conserva- 








| MODERY 
: : ; TALKING 
tive. We are screening many pictures for less, much less. . 





URE SERVICE, INC. 


“YORK, N. Y. 


_ MODERN TALKING PI 


a 6 : ral . 
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@ FROM THE REPETITIOUS patterns 
of ancient Egypt's hieroglyphics 
with their familiar “man-in-motion” 
technique, up through the first Dark 
Age when the monks laboriously 
picturized their colorful illuminated 
scrolls we've carried on a pictorial 
tradition first hewn in stone on the 
cave walls of prehistoric time. 
Show a man a train and what 
does he see? Long after the familiar 
streamlined mechanical thunderbolt 
has hurtled by. visions of distant 
cities remain in his mind’s eye. 
Trains are travel, just as the radio 
is music, drama or any other de- 
sired result it can accomplish. By 
their symbols we know them. Any 
shop girl behind the cosmetic coun 
ter knows better than to sell the un- 
a jar for its own 
sweet-smelling self. What she’s ped- 


lovely mess it 


dling is romance. adventure and re- 
sults. 


Take A Tip prom THe Movies 


The scientific slant on all this gets 
down to cases in proving the tre- 
mendous advantage of the eye over 
the ear in our learning processes. A 
simpler lesson in salesmanship 
awaits you at the neighborhood 
Bijou. Although you actually never 
left your seat, it would be a pretty 
dreary evening if you didn’t figura- 
tively gallop through the mesquite 
heside the heroine or tingle with ap- 
prehension as the villain’s dagger 
elittered in the moonlight. Many a 
devotee has spent sleepless hours 
long after his glamour girl’s lissome 
curves were back in the reel cans. 

All this and buying results too. 
The now timeworn example of trade 
following the film (in reverse) was 
embodied in Clark Gable’s under- 
shirtless moment in /t Happened 
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One Night. That cost the men’s wear 
business a pretty penny. 

But the beneficial influence of 
the screen more than makes up for 
this slight omission. 

In the field of fashion and travel. 
in sports and interior decoration 
Hollywood has made its mark. Ex- 
ploitation departments are not per- 
mitted the luxury of advance 
arrangements for this sort of thing. 
strictly speaking Hollywood’s enter- 
tainment product is still entertain- 
ment, pure and simple. But the re- 
sults of ordinary everyday script sit- 
uations are sufficient in number to 
provide plenty of tieup opportuni 
ties. 

Irs a Picrure Era 

Radio’s biggest moment will ar- 
rive with the perfection of televis 
ion; the newest successes in periodi- 
cal publishing are the picture books, 
Life. Look. and similar ventures. 
The amateur camera vogue is just 
now settling down to normalcy. In 
the daily press, wirephotos and ra- 
dio transmission of pictures has 
brought new satisfaction to those 
who prefer to “see” their news. 
Newsreels and the propaganda films 
of the European belligerents bring 
the battle lines close to home. 

Behind all of this lies a new per- 
fection of technical equipment. In 
the laboratories of the great photo- 
graphic suppliers and manufactur- 
ers. in the studios of the film pro- 
ducers new heights in efficiency and 
realism have been reached. In color 
and sound and even in dimension. 
the motion picture can capture in 
unchanging definition the exact in- 
terpretation the sponsor desires. 
This presents a broad vista of sales 
and advertising opportunity; envis- 


ions horizons of interest as yet little 
explored. To the sponsor of such 
films, results are amazing in pro- 
portion to the cost of the program. 

In this eventful 
of mechanical progress and social 


complex age 


deterioration, the film has unique 
powers of realism and _ interpreta- 
tion. In a world where economic 
rules have been swept into oblivion 
by the onrushing tide of history. 
we live by the news of the day. The 
printed word has lost considerable 
dignity in the crossfire of propa- 
vanda and conjecture. The realism 
of the newsreel camera, subject to 
the same censorship, is probably 
the most accurate reporter of the 
current scene abroad. 


Wat Witt 1941 Bring? 

If long-awaited television “ar- 
rives’ this year, a new method of 
bringing pictures to the people 
will surge into instant popularity. 
But in the meantime the annually 
increasing number of projectors in 
both business and educational mar- 
kets has widened the field of pros- 
pective audiences to million-fold 
numbers. No hamlet or town is 
unserved today; in larger metro- 
politan centers complete school 
systems have been equipped for 
all types of visual presentation. 
Distribution services have also 
widened their scope so that new 
programs can quickly and eco- 
nomically be brought before the 
client’s selected audiences. 

In this picture-minded era. color, 
sound and dimension on the screen 
will bring new wonders before 


eager and expectant audiences 


everywhere. Perhaps among them 
will be scenes of a new and better 


world at peace and work. 
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@ IN THE MEETING HALLS of free. 
democratic America lie the strength 
of the nation: Americans who can 
“talk it over” and who can listen 
to the words of responsible lead- 
ers on all questions of political, 
economic 


social and importance 


have nothing to fear. The roots of 
fascism and communism do_ not 
flourish in the light. 


Most 


tions, 


“group-minded” of all na 
Americans are naturally gre- 
various “joiners” who actively in- 
terest themselves in many kinds of 
both the 


individual and the worlds of busi 


movements. These serve 


ness, religion and social enterprise 
Their 


been rich and 


to which they are dedicated, 
recent history has 
flourishing; membership in almost 
every kind of national organization 
has been on the upgrade for the 
last few vears after several depres 


sion-dips during the past decade. 


MANY NEEDS 


Respectively, the largest organ 


SERVI INDIVIDUAI 


izations in the country are those 


with a fraternal or religious back- 
sround. Those dedicated to busi- 


ness ethics and the fellowship 
theme have an important field all 
1940 member 


ship statistics of a few of 


of their own. The 
these 
typical organizations will illustrate 
their widespread influence: 

Latest membership totals show 
that the Elks (B.P.O.E.) now have 
in excess of 
1.400 
Knights of Columbus membership 
119.111, in- 


members in 


500.000 members in 
lodge organizations. The 
as of June, 1940, was 


cluding 33,73 Can- 


ada. This membership is distrib- 
uted among 2.474 individual units. 
2.281 in the United 


193 in Canada. 


or “Councils”: 
States; 


148.000 Members or Rotary 
The 3,279 Rotary Clubs affiliated 


with Rotary International in the 
United States alone had _ over 
148,000 members last year. An ad- 


ditional 8.000 members in Canada 
belonged to the 160 units located 
there. The 


membership figures with 


next in 
138.000 


Lions were 
belonging to 
United 


also very 


American members 
6,000 Lions Clubs in the 
States. The 


active in South American countries 


Lions are 


and a Spanish edition of Tue Lion, 
the Club magazine, is published 
especially for this membership. 
Kiwanis International had a total 
of 104,346 members as of the first 
of the year belonging to 2,044 units 
United States. 
members of Kiwanis in Canada. 


in the 5.064 are 
ComMERCE Groups IMPORTANT 


The ranking federation of busi- 
ness men’s organizations with which 


[12] 





AMERICAS CLUB GROUPS 


(S FILM 


local Commerce 
afhliated 
Commerce ol 

Washington. 
total 


organizations afh- 


Chambers _ of 
throughout the nation are 
Chamber of 
the United 
This organization 
of 1.480 
liated which in turn 


is the 
States in 
reports a 
local 
have an un- 
derlying membership of 635.694 
business men. 

Younger business men have been 
United 
Com- 


active 


States 


supporters of the 
Junior Chamber of 
merce which has its national head- 
quarters in Chicago. This organ- 
ization has been particularly active 
in recent years in its sponsorship 
of national events of importance. 
110,000 influential young business 
leaders representing 1,000 com- 
munities in 42 states are members. 
Chamber _ publishes 


MAGAZINE. 


The Junior 
I UTURE 


Farm Groups Make Procress 

Through the Farm Bureau Fed- 
eration and such organizations as 
the National Grange, the American 
farmer makes his voice heard in the 
halls of 
in his own state. 4-H 


legislative Congress and 
Clubs and 
the Future Farmers movement serve 
the farm youth and have contrib- 
uted immensely to the progressive 
trends recently noted. Co-operative 
marketing associations have a simi- 
lar influence in rural affairs. 

Both 
aspect are the 
Posts 
other veterans organizations such 
as the Veterans of Foreign Wars. 
The Legion has a powerful voice 
affairs of the 
Women’s auxiliaries to these groups 
are equally influential. 


rural and urban in their 


American Legion 


throughout the nation and 


in the nation. 


AUDTENCES 


Women’s CLuss LEADERSHIP 
Probably 


progress has 


more beneficial civic 


been made _ through 
the counsel and co-operation of the 
local women’s organizations than 
influence. In 
national affairs. the National Fed- 
eration of Women’s Clubs keeps 
track of 


nates 


through any other 


local affairs and co-ordi- 
activities. Membership in 
women’s groups has been constant- 
ly increasing in recent years. 

How do films serve these interest 
Through the facilities of 
distribution 


groups ¢ 
national organizations 


and sponsors, several hundred 
sound motion picture programs of 
general national interest are an- 
nually provided for club, lodge and 
other group showing purposes. 
Subjects range from public rela- 
tions topics with little or no ad- 
vertising content to direct product 
films detailing the manufacture or 
use of the sponsor’s merchandise 
or other products. 

Such films have a strong appeal 
to women, particularly those in- 
formed women whose interest in 
consumer education has grown tre- 
years. But 


public relations topics have also 


mendously in recent 
grown in favor and film interpre- 
tations of various social and eco- 
nomic questions are popular with 
Enter- 
tainment is still a primary asset 
and straightforward factual mate- 
rial that carries a convincing mes- 


al types of adult groups. 


sage nevertheless needs to be of 
good theatrical quality in its pro- 
duction technique. 

* Different treatments appeal to 


different types of groups and films, 





like other media, must be directed 
with a sympathetic understanding 
of the popular taste. Films aimed 
at farm audiences, beside technical 
perfection on matters of common 
rural knowledge, must be in the 
vernacular of the rural 
audience. Hollywood observes the 


average 


strict rules of casting, so must the 
commercial film producer but with 
even greater care because the film 
is generally aimed at the special 
interests and occupations of the 
audience. 

One of the outstanding successes 
in recent years has been the annual 
American 
Baseball 
Under the direction of Lou 


film program of the 
League of Professional 
Clubs. 
l'onseca, the League’s educational 
director, films of excellent theatri- 
cal quality have been produced for 
widespread national circulation 
during the winter and spring 
months. Each annual production is 
greeted with acclaim and the de- 
mands large that 
they can never be completely ful- 


for showing so 


filled even with the League’s large 
allotment of prints. 


Firms STIMULATE MEMBERSHIPS 


The showing of a well-selected 


sponsored film, adequately pro- 


moted, will often bring out the 
largest attendance of members. The 


baseball 


are shown, for example. set new 


evenings on which films 


attendance records for lodges and 
bring out members who may not 
have attended for months previous- 
ly. Similarly members consider 
such evenings well-spent and their 
social success encourages an even 
showings 


greater proportion of 


during the season. 


Pictures which have enjoyed 
wide circulation among audience 
groups such as these in recent 
months include the Middleton 
Family (Westinghouse), Yours 
Truly, Ed Graham (Life Under- 


writers), and similar subjects by 
Heinz, 
Dodge Division, Coca-Cola, ete. 


well-known sponsors like 

Such films reach club audiences 
by “request” bookings in which 
the club or organization provides 
the projector or by the all-inclu- 
sive method of arranging com- 
plete distribution plans including 
the promotion, booking, and pro- 
jection service of club shows in 
quantities, thus assuring a large 
number of audience totals as a re- 
turn on the production cost. When 
a competently produced film is so 
promoted and planned, its appeal 
to the club’s entertainment commit- 
tee will result in acceptance and 
invariably (Please turn to Page 36) 
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@ WitH CALENDARS TURNED to a 
significant 1941, Americans faced a 
year of challenge. Not only the chal- 
lenge laid down by the President 
for the tremendous task of arming 
an America at peace and Britain at 
war but the equally large tasks of 
maintaining the nation’s own busi- 
ness economy and of thus helping 
to meet the tremendous cost of the 
emergency with the revenues of 
profitable business and trade lie 
ahead of us. 

Other and equally significant 
tasks are related. The job of build- 
ing good-will with our neighbors 
in South and Central America is one 
of the most important of these. An- 
other is the swift and effective train- 
ing of the rapidly mounting thou- 
sands of new enrollees in our grow- 
ing Defense forces. And last, and 
not the least of all, is the all-import- 
ant job of uniting public opinion 
to the single purpose behind all of 
the rest—the biggest job of them all 

that of affirming the virility and 
strength of our Democracy itself. 

In several issues past. Business 
SCREEN has outlined in a general 
way the usefulness of the film 
medium in helping in the accom- 
plishment of these tasks at hand. 
The time has come to survey as 
thoroughly as possible all that has 
been done to date and to note some 
specific recommendations which will 
be particularly helpful in speeding 
the job in the future. 

Surveys Now Under Way 
® As this is 
SCREEN’S 


written, Business 
undertaking 
a complete and very comprehensive 


survey of the 


editors are 
entire government 
and defense film programs. Al- 
activities 
the direction of Leo Rosten 


ready noted are under 
who 
currently heads up military instruc- 
tion films production (via Holly- 
wood); new distribution plans for 
government “policy” pictures and 
a detailed breakdown of each de- 
partment’s role in the present na- 
tional program will be a part of 
the next BUSINESS 


SCREEN. 


number of 


Of the entire situation this much 
can be Nothing much has 
accomplished with either 
training or public relations films 
based on the needs of national de- 
fense. Too many other important 
projects stand foremost in the de- 
partments concerned. The same is 


said. 
been 


true of foreign relations activities. 
With the U. S. Film 
longer operating, Agriculture, In- 
terior, State, and 


Service no 
other depart- 
ments manage their programs in- 
dependently. The need for a cen- 
tralized distribution 
board is apparent. 
Business SCREEN’S 


or planning 


survey will 
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FILMS ROLE « DEFENSE 


deal with such direct phases as in- 
dustrial co-ordination; South-Am- 
erican relations; vocational train- 
ing and all phases of military edu- 
cation. A capable and experienced 
commercial film industry stands 
ready to serve both government and 
business in meeting the tremendous 
tasks of the hour; it is important 
that both know and understand the 
possibilities of that service. As we 
go to press one further note comes 
in a Washington letter (details of 
the Army’s new Morale Divison): 

Gen. George C. Marshall, army 
chief of staff, told commanders of 
the four armies: 

“It will task the skill and wisdom 
of leaders of all ranks to mold these 


BRITAIN’S 


citizen-soldiers into a unified army 
prepared to accept cheerfully the 
rigors and long hours of training, 
the fatigue of marches and the dis- 
comforts and hardships of service 
in the field.” 

The Army Motion Picture Serv- 
ice, a section of the morale division, 
will be extended to cantonments 
housing National Guard and selec- 
tive-service trainees. It is planned 
to have two theater buildings at 
each cantonment, seating 1,000 men 
each, and at larger tent camps “big 
top” tents will accommodate more 
than 2,000 spectators. For troops in 
the field mobile motion-picture units 
will be available with training and 
entertainment 


material provided. 


FILMS IN WAR-TIME 


1 digest of film usage in Britain by the editors of Sight and Sound 


* The film has a different appeal 
to the different 
R.A.F. it is primarily an instruc- 
tional 


services. To the 


instrument and their series 
of films on the theory of flight. 
meteorology and kindred subjects 
rank instruc- 
tional films that have been made. 
within the last few 
months that the 
sufficiently persuaded as to allow 
facilities for taking pictures of the 
various 


amongst the finest 
It is only 


Force has been 


commands in action. As 
both at home and 
abroad some of the results are first- 


propaganda 


class, especially a recent item made 
on patrol with the Coastal Com- 
mand. 

The Navy has mainly used the 
film as entertainment for ships’ 
crews at sea or on foreign stations 
hut since the start of the present 
vear and especially during the Nor- 
wegian Campaign it gave facilities 





“THINGS TO COME” 


to news reel cameramen to be in 
H.M. with the result that 
some of the most lovely and some 


ships 


of the most exciting sea shots ever 
taken. Oddly 
enough the Board of Admiralty has 
not emulated the Royal Air Force 
in having instructional films made. 


seen have been 


Yet in navigation, sailing, gunnery 
and engineering there are number- 
less subjects, instruction in which 
could be facilitated by judicious 
use of films. There was a chance 
just before the outbreak of war 
that something might be done but 
since then the matter has been left 
in abeyance. 

To the Army the film has been 
a mild means of giving recruits in- 
struction in some aspects of mus- 
ketry and mechanisation but it has 
never been used as fully as it might 
for instruction in strategy and tac- 
tics. With the new developments 


ALEXANDER KORDA 


in the Army educational work, 
there is every likelihood that the 
teaching film will be as extensively 
used as in ordinary educational 
work since there is now a very fair 
supply of projectors in most Com- 
mands. It has also been suggested 


to the Central Council of Adult 
Education in H.M. Forces that 
courses on Film Appreciation 


should be inserted in the curricu- 
lum, since the experience of occa- 
sional lectures to units in S.E. Eng- 
land and Scotland shows that this 
is a popular subject. 

Editor’s Note: The value of these 
notes to those who are planning 
America’s new 


tasks in defense 


preparations is obvious. Britain’s 
success in the field of documentary 
film production is well-known to 
film-makers and this experience has 
been carried over to the new and 
vital task of carrying on during the 
blitzkrieg. With the practical view- 
point and technical perfection for 
which our business films are famed. 
America possesses the ingredients 
for equally outstanding success. 
Films in the Dominions 

* To-day it is more than ever im- 
portant that the various portions 
of the Commonwealth should eon- 


trive to understand one another. 
It is good news, therefore, that the 
Imperial Relations Trust though 


reducing its activities in other di- 
rections, is continuing its film 
work, for the film is one of the 
principal ingredients for cement- 
ing the good will and mutual un- 
derstanding which is so necessary. 
As a result of a visit paid to New 
Zealand and Australia this spring 
by their film officer, Mr. John 
Grierson, have now been 
recommendation to 
send to each Dominion a small col- 
lection of films which can form the 
nucleus of a 


steps 
taken on his 


library) comparable 
to Sir Harry Lindsay’s Imperial In- 
stitute’s Empire Film Library in 
Before Mr. Grierson 
left the countries he established a 
small committee to 
their own 


this country. 


co-ordinate 
production of official 
films as well as to act as the body 
supervising the distribution of 
films from and of Britain. 

It is also satisfactory to note 
that some of the Ministry of Infor- 
mation’s productions are designed 
for imperial distribution and that 
the British Council has produced in 
Atlantic, a Mary Field diagram- 
matic film, supervised by Professor 
Newton, the prototype of a com- 
mon history teaching film for use 
in all parts of the world. Though 
extremely condensed, this film 
shows how the cinema can be used 
as a unifying force. The Imperial 


(Continued on the next page) 
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Relations Trust have aiso had pro- 
duced for general circulation with- 
in the British Empire a film on 
grass breeding at the Aberystwyth 
station, since this is a subject of 
common interest to all agricultural 
communities. 


Urge Films to Train 
Recruits to Industry 


® Industry is clamouring for more 


and more workers to give the 
Forces the material to see this thing 
The Minister of Labour 


has stressed the importance of a 


through. 
tremendous speed-up in training 
men and women to take their places 
in this new 
effort. 

So far, little consideration seems 
to have given to the role which the 
film might play in training these 
new recruits to Industry. Most in- 
dustrial workers have to perform 


burst of constructive 


physical movements and the film 
proved its ability to 
analyze movement, as witness the 


has already 


series of physical education films 
that have been produced over the 
past few years. As a first 


towards 


step. 
therefore. putting new 
hands to the bench. thought should 
be given to devising a group of 
handicraft films on the 
methods of using 
chines of all kinds. 


instructional 


proper 
tools and ma- 
To this direct 
group should be ad 
further 
relation of the 


ded a series 


showing the 
individual act to 
the whole process. By such means 
Post Office managed 
by its films to sustain and improve 
its output 


the General 


through each 
member of its staff that. no matter 
how humdrum his job, he was con 
tributing to the work of the whole 
department and that without him it 
would be so much less efficient. 


showing 


76 Traveling Film Vans 


* Within a few weeks the Minister 
of Information informed the world 
through the press and wireless that 
a fleet of 76 vans would visit vil- 
lages not served by cinemas. Talkie 
equipment would be installed in 
halls and schools and country peo- 
ple would see films both instruc- 
tional and entertaining. In the lone 


winter Minister 


shows 


evenings, the 
pointed out, these free 
should serve a very useful purpose. 
At the meeting at which this an- 
nouncement was made, three of the 
20 films made for the purpose 
were shown, even though the Select 
Committee recommended that docu- 
mentary films which do not require 
immediate and widespread distri- 
bution (like the five-minute shorts) 
should be distributed on a com- 
mercial basis and earn what rent 
they can. 
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LATIN-AMERICAN RELATIONS 


{ Common-Sense Proposal on the Use of Motion Pictures 


@ America has long led the world 
in the quality of its entertainment 
films. houses 


Shown in movie 


around the world they have no 
equal in popularity and no limit in 
marketability excepting the barriers 
imposed by unfriendly political 
regimes. 

take a lesson 
or two in the use of the film for 
purely 


But America can 
nationalistic purposes and 
for the publicizing of national aims. 
In the European war, for example, 
both Germany and Great Britain are 
showing many significant film sub- 
jects both at home and abroad. 
Two German films have been 
notably “successful” in their report- 
ing of German war strategy and re- 
cent military history. The first, now 
popularly known in America as The 


It can’t happen here 


. 


= oh as 


Baptism of Fire details an account 
of the Polish campaign; the second, 
now showing in a few isolated cen- 
ters in this country, reports the in- 
vasion of Norway, Belgium. the 
Netherlands and France. 

On the British side no attempt 
has yet been made to present a 
similar chronological record of the 
war to date. But the film has been 
employed with outstanding success 
for many training tasks for both 
workers and recruits, and has been 
employed for propaganda in fea- 
ture productions (i.e. The Lion Has 
Wings). A weekly news reel is also 
now being sent abroad for showing 


While 


few of the other countries at war 


throughout the Dominions. 


have done anything significant. 


America can well afford to compare 


and it won't 





This was the home in London of our English contemporary in cinema 
letters. The picture is an editorial in itself but the lesson it teaches Amer- 


icans is worth repeating. 


England’s defeat of Hitler was predicated on the force of a powerful 


French army; that army collapsed through weakness behind the lines— 


because of an industry 


that provided outmoded or insufficient weapons. 


America’s defense and England’s future victory now depends on industr; 


and American business is now our first line of defense—just as it always was. 


Everything that keeps 


American business going and prosperous -— 


healthy and strong—helps keep democracy alive. 





notes and to look forward to the 
utilization of our own unequalled 
production facilities for the educa- 
tion of citizens at home as well as 
the information of our neighbors in 
Latin America. 

Our neighbors in Latin-America 
welcome entertaining films from 
the North. That their preferences 
are different is well-known to those 
who have produced film subjects 
for sale in this market; certainly 
nothing dull or unimaginative has 
any better chance for success than 
in the United States. 

A definite workable plan for the 
use of films might well begin at 
home. The promotion of Southern 
travel by those agencies interested 
in that phase and their showing of 
scenic films of all South American 
countries would provide welcome 
fare for group audiences. This same 
method might be applied in South- 
ern showings. Similarly business 
film exchanges might easily be in- 
augurated by companies financially 
interested in market development 
both for South American products 
here and for American goods in the 
Southern Hemisphere. From these 
comparatively unimportant rivulets 
a larger flow might easily begin to 





LATIN-AMERICA’S FILM 
MARKETS—A_ SURVEY 





Costa Rican Theater Statistics 


® There are about 50 theaters in 
Rica, all 
with a total seating capacity esti- 
mated at 25.000. The seats are filled 
about four times a week, and the 


W eekly 


tendance in the country is estimated 


Costa wired for sound, 


average movie-theater at- 
at 25,000 persons. Fifteen theaters 
have one projector, and the rest 
have more than one (usually two). 
The average age of the equipment 
is estimated at 5 years. Average 
admission price is $0.106, Dramatic 
and melodramatic films are best 
liked. Yearly gross income at thea- 
ters is estimated at $267,000 United 
States currency. 


Educational Film Developments 


* No educational films, proper, ex- 
cept those exhibited at the Raventos 


theater for school children, have 
been shown in schools in Costa 
Rica. There is no 16-millimeter 


equipment available at schools, ex- 
cept a silent old projector at the 
Escuela Normal de Heredia, which 
is never used; and no plans are con- 
templated, as far as is known, for 
adopting this medium of education. 


Survey statistics from the Indus- 
trial Reference Service of the U.S. 
Dept. of Commerce (1940). 
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develop; business might easily begin by con- 
tributing already available film material to the 
Latin-American exchange. Voice-over commen- 
tary in Spanish or Portuguese may be easily 
substituted for the English on the sound track. 


We Neep a Course 1n APPRECIATION 

The development of cultural and economic 
relations between the Hemispheres faces its big- 
gest drawback because of our own lack of 
understanding and information. Latin-Ameri- 
cans don’t appreciate the patronizing superi- 
ority which a good many of our nationals seem 
to convey. Both the culture and manners of the 
better classes in every South American country 
are far better than some of our own; economic 
and climatic advantages which made ours a 
hustling business existence are not necessarily 
credited to personal initiative by those not so 
fortunately endowed. 

It’s worth starting an educational program 
with our present school generation based on 
extensive and thorough exploration of these 
countries in text, lectures and visual presenta- 
tions. Exchange scholarships are hardly 
particularly when Latin-Americans 
who attend our colleges here are too often 


enough; 


treated as inferiors by our uninformed youth. 


AVAILABLE Firm MATERIAL 

\ great many titles have been placed in 
sound film libraries on related South and Cen- 
tral American subjects. Mexico is also well 
represented. Included are a good many “spon- 
sored” subjects on products such as Coffee from 
Brazil to You, Yes, Bananas, The Story of 
Bananas, Exploring the Coffee Continent and 
several Grace Line color travelogues. Non-com- 
mercial material, for the most part travelogues, 
include Rio the Magnificent, Argentina, South 
Imerican Vista, Land of Mexico, Adventures of 
Chico, etc. The last named is an excellent 
example of the kind of documentary folk-lore 
subject with educational value. 


Aipinc Inter-American RELATIONS 

The work of the Council of National Defense 
as co-ordinator of commercial and cultural rela- 
tions between the American republics, would 
certainly be facilitated by the adoption of a 
three-fold film program. The following points 
are worthy of consideration: 

|. Re-editing of a selected group of Ameri- 
can social and industrial subjects which could 
he selected for interest value in South American 
countries. Films from the aviation, motor, agri- 
cultural implement and allied industries are 
specifically recommended. Such subjects might 
easily be arranged for through the industries 
named without cost to the Council. 

2. Encouragement of production of new, spe- 
cifically designed subjects by business sponsors 
interested in this market. Travel organizations. 
particularly steamship lines, should be co- 
operative in such an undertaking. 

3. Encouragement of circulation of South 
American subjects in our country by pre-ar- 
rangement with the countries interested. A series 
of endorsed subjects placed with established dis- 
tribution agencies in the United States would 
reach millions of our citizens within a com- 
paratively few months. Products, travel and so- 
cial subjects would be included. 
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AN OPEN LETTER TO THE 
PRESIDENT OF MEXICO 


General Manuel Avila Camacho, 
President of the Republic of Mexico. 
Dear Mr. President: 


*& Speaking as one who has enjoyed 
the hospitality of your country and 
friendship with many of your busi- 
ness leaders, may I express a word 
of sincere regard for 

the prosperity of Mex- 4 

ico and its people 
throughout the forth- 
coming years of your 
able leadership. 

We fellow Ameri- 
cans have failed to 
understand the _his- 
toric evolution of 
your land in recent 
decades; our under- 
standing of your own 
striving for freedom and equality 
has been dimmed or forgotten in the 
solving of our economic and social 
problems. 

Too often, perhaps, we have in- 
sisted that you understand these 
without giving thought to our own 
sad lack of knowledge of your 
needs and viewpoints. Today we face 
about in the Americas, brought to- 
gether by a common need of safe- 
guarding those institutions of free- 
dom and democracy we both have 
fought to secure. The feudal totali- 
tarianism which enslaved your peons 
has been driven from our American 
shores; it shall not return. 

In this common cause, many nat- 
ural advantages already exist. 
President Roosevelt and our admin- 
istration in Washington have contrib- 
uted generously to the atmosphere of 
sincere goodwill. In mutual friend- 
ships and by a growing appreciation 
of our related problems, our busi- 
ness leaders share this regard. - 

Your government can do much to 
encourage this movement, to the 
benefit of your people and to their 
immediate financial profit. Why not 
take the initiative at this hour to set 
up your own program of goodwill 





directed at the encouragement of 
further understanding by our citi- 
zens? You can bring to Mexico un- 
told millions in tourist revenues as 
well as increased purchases of Mex- 
ican products in our own markets by 
such a goodwill program. 

The now-completed Mexican section 
of the Pan-American 
Highway is already at- 
tracting 50,000 Amer- 
ican drivers annually. 
As one who has dis- 
covered the pleasure 
and ease of visiting 
your cities over this 
route, let me say that 
countless thousands of 
other Americans await 
only your friendly in- 

vitation and assurance 
of comfortable and convenient travel 
in Mexico to make the journey. 

The simplest and most economical 
method of acquainting these poten- 
tial visitors with the scenic grandeur 
of Mexico is the motion picture film. 
A government-sponsored series of 
such films made available for wide- 
spread distribution to the thousands 
of clubs. lodges and other organiza- 
tions in the United States which are 
available for such showings would 
be welcomed here. Sound and color 
would capture the true spirit of your 
land as well as lend realistic assur- 
ance of the ease of travel. 

Behind such a program must lie a 
sincere desire for service and good- 
will. These are matters of govern- 
ment policy to which we have 
already noted your staunch adher- 
ence. The immediate result of this 
suggested program would be one of 
mutual business profit, but the 
greater gain in mutual understand- 
ing that can best come about 
through the broadening experience 
of travel is one which our two 
countries must view as most desir- 
able in these times. 

Sincerely, 
O. H. Coelln, Editor 
BUSINESS SCREEN 
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A Talent Scout's New Book on 
Hollywoods Requirements 
Might Apply Equally Well to 
Commercial Film Production 


A. KROCH & SON, 


Publishers, 


Chicago 





@ ONE OF THE most interesting 
little volumes to either the sponso! 
or director of films, as already 
noted in these pages, is Mr. Clar- 
ence M. Shapiro's “/ 


Vovie Talent.” In a recent discus- 


Scout for 


cussion of the subject with the 
author, BUSINESS SCREEN found that 
many of the qualities this talent 


looked for in per- 


sonalities for the entertainment film 


scoul selecting 


applied equally well in casting 


commercial production. 
Some of these tips will be help 
ful to the 


planning his own speeches. 


sales executive. too. in 
With 
the kind permission of the publish- 
ers, A. Kroch & Son, Chicago, we 
present excerpts from two typical 
“Voice” 
ciation.” (For a copy of the com 
plete book see Page 33) hCof this 


chapters on and “Pronun- 


issue.) 


Votes on VOICI 


Som 


® OCCASIONALLY we 


meet a person 
who instantly appeals to us for no 
other reason than his voice. Some 
thing in its quality and inflection 
fascinates us. and we enjoy listen 
ing. It is almost musical: as a mat- 
ter of fact, it is music—the melody 
of speech! 

In romance, in business. or in 
the professions, voice is of impor 
tant consequence. Many a youth has 
wooed and won his lady love with 
the aid of 


an alluring voice, and 


{16} 


vice versa. Countless business ex- 


ecutives have closed momentous 


with the assistance of a ro- 
vibrant. 


deals 


bust. and 


penetrating 
voice that commanded attention and 
respect at the conference table or 


stockholders’ meeting. 


Then there was the attorney who 
pleaded his case before a jury in a 
harsh. strident voice and was forced 
to depend much more on pure legal 


acumen than the less 


barrister who caressed the ears of 


competent 


the twelve tried gentle- 


milk 


and true 


men (and ladies) with vocal 


and honev. 


Voice Quatity Ranks Hicu 


Similarly. how soothing to a fe- 


gentle, well- 
voice of the 
nurse as they speak words of en- 
couragement. Why, even the Bible 
that a_ soft 
wrath! 


vered patient is the 


modulated doctor or 


says answer turneth 


away 


By the same token, the reaction 
of a movie audience to an artist is 
xreatly influenced by his voice. The 
handsome hero cannot declare his 
anaemic, high- 
Nor can _ the 


beautiful heroine vow her undying 


passionate love in 


pitched utterances. 
devotion in shrill, squeaky tones. It 
would spoil the illusion. 

A talent therefore. 
fully 


prospect's voice to 


scout, care- 
listens to the quality of a 
determine its 
merits or defects. And what does the 
for? Well, as can be 


scout listen 


imagined, the speaking voice 
should preferably be low-pitched; 
that is, in the lower register of the 
tonal range. In a man, the baritone 
type of speaking voice is favored 
over the tenor. In a girl, the mezzo- 
soprano register is preferred to the 
high soprano. Naturally an artist 
always read “way 
The pitch must vary ac- 
cording to the emotion or thought 
involved. It may go into a higher 
register for one particular phase, 


cannot lines 


down.” 


down again into lower 
for another, 
will 
must 


acquire a sing-song quality. The 


and then 


otherwise mo- 
Then 


be exercised not to 


range 


notony result. again, 


caution 


transition from low to high, and 
back again, must be absolutely nat- 
ural flexible. But the 
speaking register should be in the 


and basic 
lower portions of the tonal range. 
After the pitch of the voice, the 
next consideration is quality. By 
that is meant timbre and color. A 
low-pitched voice in itself is not 
sufficient. To be appealing. it must 
also have resonance, vibrancy, and 
beauty. To illustrate: an ordinary 
inexpensive violin has the conven- 
tional four strings capable of play- 
ing the lowest to the highest tones. 
Yet it may lack the rich haunting 
tonal beauty of a rare old Stradi- 
varius, and its appeal is therefore 
nil. 
Vocal 


Likewise the 
with one exception. The tonal defi- 


IMPROVE PRODUCTION 


human voice—but 


ciencies of the cheaper violin can- 
not ordinarily be improved upon. 


But an actor can cultivate vocal 


beauty by learning correct voice 


production. This phase of the dis- 
which 


cussion is a_ subject 


countless books have been written, 


upon 


and limitations of space and time 


preclude any undue elaboration 


upon it here. There are many ex- 
cellent vocal and dramatic teachers 
who can ably render valuable in- 
struction in this respect. Sufhice it 
to say here that proper relaxation of 
the throat. 
breathing and a judicious use of the 


together with correct 


various resonant chambers and 


sounding surfaces nature has en- 
dowed us with. will produce the 
quality desired. It requires diligent 
study. patience, and perseverance, 
but the end invariably is attained. 

that a 


sood speaking voice can be devel- 


I have always believed 
oped by using. when one speaks, the 
lower register of the singing voice. 


should 


start a speech as though he were 


In other words, the artist 
about to sing in the lower singing 
register. After a few utterances in 
this manner—gradually, while still 
talking—the artist should eliminate 
any melody or music from the tone 





and, 
warmth of the singing voice, he 
should assume a_ conversational 
tone. The prospect will note, after 
a while, that the speaking voice has 
caught the vibrancy and richness of 
the singing voice. This suggestion 
should be beneficial, for to have 
a good speaking voice is merely to 
utilize one’s singing voice in a con- 


keeping the resonance and 


versational manner. 


Tips oN VocaL VOLUME 


The next consideration of voice is 


volume. Volume is vocal 
and is 


must be heard. Regardless of cor- 


power, 
essential because a voice 
rect pitch and appealing quality, if 
the audience must strain itself in 
order to hear what is said the effect 
is lost. In the theater 
volume is required than in motion 


greater 


pictures, on account of the size of 
the auditorium and the distance 
between the actor and his audience. 
In pictures less power is needed, 
because the microphone is sensi- 
tive and the studio is sound proofed. 
However. even in the movies, par- 
ticularly in outdoor shots, we re- 
quire a somewhat greater volume 
than is necessary in ordinary every- 
day conversation. 

Accordingly. prospects should al- 
ways make certain that they are be- 
ing heard. but at the same time 
should take pains to avoid exces- 
sive volume. It is always wise to 
note carefully the size of the room 
and the distance between the listen- 
er and the performer, and then ad- 
just one’s power accordingly. 

Occasionally. for dramatic effect 
it may be necessary to subdue the 
voice. at times rendering it barely 
audible. The 
strains to catch the words: he is at- 


When the de- 


sired effect is accomplished, let the 


listener willingly 


tentive and alert. 


listener relax again. by restoring 
volume and making it easy for him 
to understand. Obviously. as with 
pitch-level. volume should never be 
constant and inflexible. else the re- 
sult is monotony. Its variations are 
determined by the emotions ex- 


pressed. 


RESONANCE AND RECORDING 

It should also be noted that a low 
pitch and a resonant, vibrant quali- 
ty help a voice record well. If a 
voice lacks these characteristics its 
recorded version will be dull, hol- 
As the actor’s 
voice in a movie is merely a re- 


low. and colorless. 


cording. the results of such, vocal 
deficiencies are obvious. 

During the old silent motion pic- 
ture days. an actor paid very little 
attention to his voice. Vocal quali- 
ty and its related attributes were 
entirely ignored or overlooked. But 


(Please turn to Page 37) 


Business SCREEN 





S| 





FIRST 


@ THe story of truck transportation is sum- 
marized in the narrators opening words in 
Singing Wheels, the first institutional motion 
picture presented by the industry and sponsored 
by the Automobile Manufacturers Association. 

“Singing wheels that serve America .. .” is 
the film’s tribute to the trucker. “A vital free 
enterprise at work. A great industry working 
to keep those wheels turning.”. . . Thus, in sound 
and pictures as vivid and realistic as the lives 
of the four million men and women who help 
keep the wheels turning. the camera captures 
this vital phase of American business. 

Briefly told, the story of Singing Wheels is 
that of commercial motor truck transportation, 
its service to the public and to other lines of busi- 
ness, the millions of persons it employs, its con- 
tribution to highway maintenance and construc- 
tion and its new and important role in national 
defense. In its 


23-minutes of screen time, it 
tells in straightforward. realistic fashion this 
story of an around-the-clock business that keeps 
a vast flow of goods and commodities moving 


in cross currents of a never-ending stream 


serving farm and city, industry, commerce, 


agriculture and John Public... over the network 


of America’s highways. 


Or INTEREST TO AUDIENCES EVERYWHERE 


To clubs, farm and business organizations. 


schools, church groups and, in fact to almost 
every kind of audience, Singing Wheels is a 


Although frankly 


“must” for the film program. 





GING 


THE MOTOR TRUCK MAKERS 
TELL THE HUMAN STORY OF 
TRUCK TRANSPORTATION IN A 
INSTITUTIONAL PICTURE 











dedicated in the interests of truck transportation. 
it contains no advertising, asks no contribution 
of the audience excepting its good-will and 
understanding. Since that understanding affords 
those who see the film an intimate glimpse of a 
business whose ramifications touch every citizen 
in his daily life, its value is self-evident. 

For Singing Wheels tells of the more than 
18,000 cities and villages in this country which 
are wholly dependent upon trucks for all the 
necessities of life . . . of the four million men 
directly engaged in keeping the wheels of high- 
way transportation rolling. It tells of this in 
narration and pictures that are imaginative and 
What we see and 
what we don’t see, because most of it happens 


convincing in their scope. 


while we sleep, is dramatically portrayed in 
this film of the men and machines of a trans- 
portation system at work. 


Now Beinc DistripuTED NATIONALLY 


Following its twin premieres (at the National 
convention of the American Trucking Associa- 
tion in Los Angeles in November and at a Wash- 
ington showing in December) prints of Singing 
Wheels are being released for widespread na- 
tional distribution. According to Arthur C. 
Butler, Manager of the Motor Truck Division 
of the Automobile Manufacturers’ 
this general program is being followed: 

“The circulation of the film has been built 
around the state motor truck associations. These 


Association. 


state associations have been encouraged to show 


HEELS 





the film to their own members first; second, to 
legislative bodies; third, to traffic groups, ship- 
pers and other individuals who generally use 
motor transportation. 

“By the time they have accomplished these 
showings, we will have completed our program 
of contacting national headquarters of such or- 
ganizations as the American Legion, National 
Grange, Kiwanis, Rotary, fraternal organiza- 
tions, civic and church groups. It is our thought 
to show these national headquarters the film and 
ask them to write their state afhliates suggest- 
ing that they in turn urge their units to request 
showings of this film from the state trucking 
association. 


StTaTE ASSOCIATIONS TO CO-OPERATE 


“We have acquainted all of ,the state associa- 
tions with this activity and are encouraging 
them in turn to get in touch with the affiliates of 
national organizations as well as to contact 
local groups of such organizations themselves. 

“In some states where the population is quite 
heavy, individual operators will undertake the 
projection of the film in certain areas so that in 
some of the larger states as many as eight prints 
will be in circulation simultaneously. 

‘Aside from the circulation through the state 
trucking associations, the members of the Motor 
Truck Committee have purchased prints of the 
film for circulation through their own distribu- 


(Continued on the next page) 
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(Continued from the previous page) 

tion facilities during the coming months. 

“In addition to this circulation, prints will be 
distributed to university libraries, YMCA, 
metropolitan school systems and other outlets 
such as CCC camps. For example, we have al- 
ready allotted sixteen prints to the CCC, who 
will show the film to three hundred thousand 
persons within about four months after which 


time the prints will be released for work in 
other channels. 

“Each state association has been furnished 
one print of the film along with suggestions on 
how to obtain effective circulation. Suggestions 
have been provided state trucking associations 
such as tying in announcements before and after 
the showing, passing out pointed facts about 
the states’ own problems after these show 
ings. releasing publicity to the smaller town 
newspapers, etc. Further. these have been pro- 
vided with forms for keeping simple records of 
requests for showings. 


ATTENDANCE TO Be TABULATED 


“The method in which we expect to obtain 
accurate attendance figures is by furnishing 
each state association with a quantity of self 
addressed postal-cards. These postal-cards ari 
addressed to the Motor Truck Committee it 
Washington and are to be mailed in by the 
Chairman or Secretary of the group to whom 
the picture has been shown. As these cards come 
in. the information will be tabulated, and at the 
end of the month the original cards will be 


mailed back to the state associations, thus givine 


them a record of the showings within their state. 


In this way, we hope to obtain an unbiased 
record of actual attendance. 

‘A series of bulletins are being prepared so 
that we can currently keep the various state as- 
sociations informed both on the progress of the 
program as well as to furnish them suggestions 
from time to time as they come to our attention. 

“Showing may be arranged by contacting the 
Motor Truck Committee of the Automobile 
Manufacturers Association. The American 
Trucking Associations and the state motor truck 


associanions, 
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L941 TRENDS IN BUSINESS FILMS 


@ ReFLectTING a confidence based on sound 
statistical evidence of sales results sponsors of 
film programs during *40 brought film produc- 
tion levels to a new high, both from the stand- 
point of individual numbers and in the all- 
important measure of showings and attendance. 
Through its many channels. Business SCREEN 
has assembled a weighty amount of factual evi- 
dence; through further cooperation the editors 
hope to present these facts and figures in these 
pages throughout the early months of 1941. 
Round numbers have little real bearing on 
the value of the medium. The great majority of 
sound films are aimed at specific audience 
groups. These may number as few as ten or a 
dozen executives: on the other hand, the sponsor 
of a very popular subject for mass circulation 
frequently is obliged to limit the distribution to 
selected audiences in the top strata of prospects 


only because of the tremendous demand. 
Finms Mort SELECTIVE THAN Ever 


Improvement of distribution facilities, ready 
act eptance of sponsored films by all ty pes of 
group organizations and by almost every “fam- 
ily” theatre in the country has increased rather 
than lessened the film’s selectivity. The sponsor's 
product story or public relations message may 
now be told to exactly the audience for whom it 
is intended. It is that kind of medium: this 
asset further supplementing its already superior 
realism and dimension. 

In the field of screen advertising, the national 
sponsor is getting full circulation in a majority 
of all theatres now operating in the United 
States. He does not want the Class “A” theatre 
group not now generally open to this type of 
screen fare. Far more preferable are the neigh- 
borhood houses close to the dealer setups and in 
these advertising reels enjoy both audience ac- 
ceptance and dealer enthusiasm. Production 


standards must be jealously guarded and it is 





SERMON TO 
SALESMANAGERS 





You ean talk all you want to 
but... about half of what 
you just said will sink in 
and half wont. Tell him 
the same thing again for 
emphasis and you'll prob- 
ably find the story a little 
different yourself. Films, as 
the producer once said, are 
“set up to fix this.” They 
take your best argument, 
put it right and plant it 
deep with pictures and 
sound that really sink in. 
Insure the kind of results 
this gets for you by using 
sales-training films in °*41. 


(PHOTO BY A. GEO. MILLER) 


especially noteworthy that the light touch of the 
animated cartoon has proved far more successful 
than any other form. 
FieLps FoR New Sponsors 

The film offers particularly strong advantages 
in 1941 to the manufacturer of consumer goods. 
In the first place its circulation can be directed 
into areas of the greatest industrial expansion 
following new patterns of defense in activity: 
secondly, its appeal and singleness of purpose 
assure delivery of the sponsor’s message in an 
era where the “excitement” of the press and 
radio lessen normal reaction to these media. 

The whole problem of national defense has 
created a maze of other situations. Consumer 
credit. home building and furnishing, agricul- 
ture. and domestic buying are just a few of the 
fields which will be influenced by either the 
influx of new purchasing power, changes in 
buying habits, need of increased production and 
similar results. 


TRAINING NEED Even GREATER 


The film’s unique powers of demonstration 
and instruction were never more important than 
now. As discussed elsewhere in this issue. hun- 
dreds of thousands of new enrollees now being 
organized in Army cantonments. will benefit by 
training films. Such a series based on automo- 
hile and aviation engine instruction has already 
been put in use (see Page 17, Issue 2. Vol. III. 
Business SCREEN) in Army schools. Other pro- 
jects are under way to provide further sound 
slidefilm and sound motion picture material 
throughout the Corps. 

But what about the other thousands of raw 
recruits to industry? This vast new influx of un- 
skilled workers need to learn the operation 
and maintenance of machinery. Capable instruc- 
tors among older heads are far too valuable “on 
the job” to be detailed to this task. This is in- 
dustry’s problem; one of the biggest it will have 
to face in 1941 and one which films can help it 
solve with immediate advantages in increase of 
output. maintenance of safety standards, and 


economy of time. 
SUMMARIZING THE TRENDS IN “41 


Summarizing the trends in “41, the editors of 
Business SCREEN would add one final word of 
caution. Short-cuts in production technique will 
serve well enough for films utilized within the 
sponsor's own organization. The public that pays 
for the technical perfection of Hollywood in its 
nightly meanderings to the boxoffice (to the tune 
of 85,000,000 admissions last year) has learned 
to expect the same perfection in the rest of its 
film fare. If you expect to show a picture to 
John Public in “41 you won't need Gable or 


Myrna Loy; in fact you'll do better in some 


instances to stick to plain, unvarnished facts. 

But be sure your film looks and sounds ac- 
cording to the standards you set for the rest of 
your advertising: successful performances are 
the least expersive in the long run. 
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THE NATION'S 
ADVERTISERS / 
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JOIN HANDS IN A GREAT 
CONSUMER SELLING PROGRAM 


N. LONGER do the nation’s glamorous movie palaces constitute a business 
unto themselves. For they have opened their screens, nearly 10,000 of them, 
to become partners in a vast consumer selling program. 


A market of 41,000,000 movie goers each week has been made available 
to advertisers for the exploitation of nearly every type of product, from a 
5c candy bar to the latest models in streamlined automobiles. 


Acting as liaison officer between advertisers and theatres is the Alexander 
Film Co., producer and distributor of short-length theatre screen advertising. 
[t is through this company that nearly three-fourths of all theatre screen 
advertising is distributed. 


The powerful selling factors of the theatre screen medium are inherent. A 
combination of sight, sound, action, color, and a ready-made, attentive 
audience, has been ever present from the early days of motion pictures. But 
in the 22 years that have passed since the Alexander company first brought 
the advertiser and the theatre screen together, what may now be called an 
important advertising medium has reached a peak of efficiency, causing wide- 
spread interest among advertising men. 


Early skepticism of theatre screen advertising soon gave way to a healthy 
curiosity and a desire to learn more about the medium. Today, busy motion 
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Presen ts 


THE THEATRE MEDIUM 
Gn Peeview 


A brief pictorial presentation of the pioneer short- 
length theatre screen advertising company. 
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First and foremost in its field for the past 22 
years is the Alexander Film Co., Colorado Springs, 
Colorado... 


which handles approximately 75% of short-length 
theatre screen advertising done in the U. S. A. and 
many foreign countries. 
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Fifty-two lines of business are represented in this 
company’s library of film-ad playlets . . . 
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MANUFACTURER 
COOPERATION 


and the company also provides special productions 
for many of the nation's largest manufacturers ... 


who promote the medium to their thousands of 
dealers with broadsides endorsing film-ad use. 


In addition, about 11,000 local retail merchants 
now use Alexander syndicated theatre screen 
advertising ... 


and hundreds have published stories in their trade 
magazines, testifying to the effectiveness of 
the medium. 
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ONE-CALL SELLING 


So simplified is the medium that an advertiser can 
usually sign a full season's schedule during one 
interview. 
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READERSHIP is a guaranteed factor in theatre screen advertising. A dark- 
ened auditorium—with undistracted attention focused on the screen, all hearing 
attuned to the commentator’s voice — obviously 100% effective circulation. 


~ . 
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picture advertising departments in a number of the nation’s leading adver- 
tising agencies are preparing campaigns each year for distribution in 
Alexander theatres. 


A heavy portion of theatre screen advertising is now being done by retail 
establishments, representing some 52 lines of business. A corps of film 
company representatives contact these firms direct and schedule a series of 
26 or 52 weeks of service to run in their local theatres. For many of 
Alexander's nearly 11,000 retail advertisers, schedules call for service to 
run simultaneously in dozens of theatres throughout their trade territories. 
The films for these campaigns are selected from the company’s library of 
syndicated advertisements, produced each year according to current advertis- 
ing appeals for each line of business. 


Library films, or playlets as they are called by the industry, are general in 
character, permitting nation-wide distribution for hundreds of merchants 
who advertise the same general products and services. 


To the playlet is added the merchant's individual signature trailer, produced 
according to the advertiser's specifications as to printed and spoken copy. 
The company also maintains a library of several thousand national brand 
inserts which call attention to specific products. These are included in the 
service without additional cost at the advertiser's request. The entire unit is 
usually 60 feet in length—+30 ft. playlet, 10 ft. insert and 20 ft. signature 
trailer. 


More recent in the development of theatre screen advertising, yet compris- 
ing nearly 40% of the total Alexander volume, is the manufacturer-dealer 
cooperative plan. Under this plan, the manufacturer arranges for the produc- 
tion by Alexander of a series of specific playlets which are made available 
for local dealer campaigns. This gives the manufacturer's films distribution 
not only on Alexander screens but also in the theatres of all member distri- 


DEMONSTRATION is a feature of theatre screen 
advertising that directly leads to sales. Product 
features not only are shown, they are shown in live 
action. The medium influences a strong buy-now 
preference for the demonstrated product. 
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butors of the Association of Advertising Film Companies, a group which 
controls nearly all theatres open to theatre screen advertising. 


In addition to providing the playlets, the manufacturer usually participates 
in the cost of the dealers’ theatre screen programs. Film company represen- 
tatives merchandise the program to the manufacturer's dealers, backed up 
by an aggressive direct-by-mail promotional campaign provided by the 
manufacturer. Each dealer contracts with a film company representative for 
the amount of service he desires. Billing arrangements vary according to 
the procedure in effect for handling dealer advertising in other media. 


Individual signature trailers are furnished with each dealer’s service. Most 
manufacturers sponsoring dealer-cooperative programs prefer that a standard, 
approved art design be used for all signature trailers, with change of printed 
and spoken copy to fit each dealer situation. 


Rigid control of the entire dealer-cooperative program is maintained by the 
manufacturer in reserving the right to approve all dealer contracts before 
service is started. The amount that each dealer may spend for theatre screen 


advertising is usually based on a percentage of the dealer's earned advertising 
credits. 





. oes : EXCLUSIVE rights to theatre screens are given the 
AQ P 4 advertiser during the weeks his advertising appears. 

_ No directly competitive product may share his valuable 
screen space to set up an advertising counter-attack. 


Typical of the dealer-cooperative programs handled by Alexander Film Co. 


are: 


DE SOTO DEALERS’ COOPERATIVE FUND - - released by J. Stirl- 
ing Getchell, advertising agency. Up to 26 weeks of service for each dealer. 
Specific black and white playlets and Alexander library playlets with De 
Soto inserts are being used. Billings on approved dealer contracts go to the 
agency for payment from the De Soto Cooperative Fund. 


DODGE DEALERS’ COOPERATIVE FUND - - released by Ruthrauff 
% Ryan, advertising agency. Up to 26 weeks of service using specific black 
and white playlets, produced by Alexander, featuring passenger cars and 
trucks. Agency accepts billings for payment from Dodge Cooperative Fund. 


FORD DEALERS’ ADVERTISING FUND, Inc. - - released by branch 
offices of McCann-Erickson, Inc., advertising agency. Amount of each 
dealer’s service in proportion to advertising credit with fund. 26 natural 
color playlets featuring Ford, Mercury and Ford trucks are being used. 
Agency accepts billings for dealers operating under the advertising fund. 


FRIGIDAIRE DIVISION, General Motors Sales Corporation - - released 
by Lord & Thomas, advertising agency. 14 natural color playlets, produced 
under factory supervision, by Alexander Film Co. 9 feature refrigerators 
and 5 feature electric ranges. Frigidaire participates in the cost under the 
established advertising cooperative plan with dealers. 


GENERAL ELECTRIC COMPANY .- - placed direct with Alexander 
Film Co. Specific films produced by Alexander Film Co., 13 featuring refrig- 


alt T THEATRE MEDIUM, 
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175 Alexander representatives keep in contact 
with nearly 10,000 theatres which screen Alex- 
ander service. 


- 


They carry the story of film advertising into stores 
and offices from coast to-coast. They tell 
merchants... 
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how Alexander film-ads can be used to reach audi- 
ences in a single town or an entire trade territory. 


x 
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They explain the mechanics of motion picture 
advertising — the playlet and the individual signa- 
ture trailer. 


The playlet demonstrates the advertiser's product 
or service. Air-tightness of the refrigerator is the 
graphic demonstration here. 





THE THEATRE MEDIUM, continued 


The signature trailer, which the salesman helps the 
merchant plan, tells audiences where to obtain 
the product. 
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On Alexander stages, the nation's commercial 
Hollywood, playlets are produced by a crew of 
skilled movie technicians .. . 





’ 
_ 


including sound experts, working with the latest 
RCA Ultra-Violet sound recording equipment. 


Every playlet is test-screened by a critical audi- 
ence of advertising men and women before it is 
released to... 
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the Service Department for insertion in Alexander 
campaigns. Results merit an 81% renewal rate, 
year after year. 
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SELECTION of markets in which theatre screen 
advertising will reach the most logical prospects for 
any given product or service is made possible by a 
never ending research carried on by the medium. 


erators, two featuring G. E. ranges, one film featuring water heaters—all pro- 
duced in black and white. Dealers pay full cost of service and receive adver- 


tising credits for portion of service from the General Electric company. 


THE B. F. GOODRICH COMPANY .- - placed direct with Alexander 
Film Co. 26 black and white specific playlets are produced annually by 
Alexander Film Co. Approved dealers pay full cost of service and receive 
participation from Goodrich based on total purchases from factory. 


THE SEIBERLING RUBBER COMPANY -- - placed direct with Alex- 
ander Film Co. Black and white playlets, featuring Seiberling tires and tubes. 
are produced by Alexander Film Co. with official Seiberling approval. 
Seiberling accepts billings for the full amount of approved dealer's contracts 
and in turn bills the dealer monthly for their share of the cost. 


In the national picture, advertisers contract for theatre screen circulation 
through GENERAL SCREEN ADVERTISING, Inc., Chicago. Alexander 
and other co-distributors handle distribution of G.S.A. releases through the 
same channels used for their own local and cooperative service. 


National sales representatives for GENERAL SCREEN ADVERTISING, 
Inc. are Macy & Klaner, Chicago, and the Jam Handy Theater Service, Inc., 
New York City and Detroit. 


Advertisers arranging Minute Movie campaigns may select theatres offering 
coverage in whatever areas throughout the country they may be interested 
in. These theatres are contracted for by one of the distributing companies 
and listed with G.S.A. as available for national advertising. 


At present G.S.A. can provide a total weekly circulation in excess of 41 
million people. Rates for national Minute Movie circulation are based on 
a per thousand weekly attendance. 


Listed among products starring in Minute Movies are such famous brands 
as Chevrolet, Carey Salt, Whiz Candy Bars, Florsheim Shoes, Rice Kris- 
pies. Kraft Malted Milk, Rinso Washing Powder, Alka-Seltzer, Eveready 
Flashlight Batteries, Nu-Enamel Paints, Oldsmobile, Monarch Coffee, 
Camel Cigarettes, Shell Oil, Esso Gasoline, Swift’s Brookfield Butter and 
Westinghouse Refrigerators. 
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@ | iRESTONE’s new sound motion 
picture Champion, which features 
Wilbur Shaw, three-time winner of 
the Indianapolis 500-mile race and 
now head of aviation sales for Fire- 
stone, presents the familiar “safety” 
theme in a fresh, newsworthy set- 
ting. Among other screen subjects 
from the motor industry worthy of 
mention is Ford’s How Do They Do 
It film for dealer education. Stude- 
baker, another well known sponsor, 
added showings of the Automobile 
Manufacturers Association’s Sing- 
ing Wheels to its December and 
January meeting schedule in major 
American truck markets. The meet- 
ings launch Studebaker’s new trucks 
and commercial cars for 1941. 

Headline stories of the year are 
in two GM pictures, New Horizons 
and What So Proudly We Hail. The 
leading motor manufacturers can 
take pride in 1940-41 film _pro- 
grams. Ford, for example, has 
twelve fascinating sound motion 
pictures now available for general 
distribution; the stery of ten Dodge 
films appeared in a recent issue of 
BUSINESS SCREEN. Throughout the 
General Motors organization the 
screen medium is doing double- 
duty in its daily service assignments 
as well as in the entertainment and 
education of the public. There’s 
still a great job to be done in tell- 
ing America about this greatest of 
all industries, particularly in light 
of its now-realized value as our 
greatest weapon in defense of de- 
mocracy. 


The Slidefilm Roundup 


* The movies get the glamour, but 
sound slidefilms roll along doing a 
man-sized job for every one of the 
growing multitude of sponsors. And 
not all the glamour goes to the 
movies either with color, new per- 
fection of recording techniques and 
hetter-than-ever projection equip- 
ment on the credit side of the slide- 
film ledger. Sponsor names heard 
frequently the past sixty days in- 
clude American Steel & Wire. Mont- 
gomery Ward, Glidden, Hotpoint, 
Westinghouse, Parker Pen. General 
Tire & Rubbe r. Cooper's. Sears. and 
Armour. 

Screened recently was And So to 
Sleep, (see cut), a 15-minute, 88- 
frame production for American 
Steel & Wire, Cleveland. This sub- 
ject steps out to do a consumer sell- 
ing job (for consumer groups, 
women’s club showings) on _ the 
Company’s Premier Spring Wire 
bedding equipment. Accompanied 
by good dealer promotional pieces, 
the program offers excellent sales 
possibilities, 


On another tack is the series of 
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sound slide “meetings” conducted 
by the Townsend National Recovery 
Plan, Inc.. telling Townsend social 
and economic proposals. The pro- 
grams were directed by T. C. Rob- 
inson for the Plan’s own Visual 
Education Department. 


Highway Color Film 

* Emerson Yorke Studio is cur- 
rently in production on a two-reel- 
er Highways of New England. Pic- 
ture was written and directed by 
Yorke and filmed in Cinecolor by 
J. Burgi Contner, ASC. Sponsors 
for the first reel of the production, 
which is an autumn tour thru north- 
ern New England, are the Highway 
Departments of New 
and Vermont. 


Hampshire 


* In color and sound movies, Steel 
for the Ages, Allegheny Ludlum 
Steel Corp., Pittsburgh, tells the 
story of stainless steel. Food Ma- 
chinery Corp. is circulating prints 
of Florida’s Golden Harvest. 
The Hot Stove League 

* Both National and American 
Baseball Leagues are presenting 
sound picture programs to the 
usual packed houses this winter. 
The programs got their annual send- 
off in Chicago where the CHICAGO 





DAILY NEWS department 
sponsors special theatrical showings 
in off-hours. Last year’s showings 


brought out more than 30,000 fans 


sports 


in a few days; open- 
ing performances this 
year drew 12,000 to 
four theatres. The 
junior circuit’s 194] 
picture is Batting ¥ 
Around the American 
League. The National 
League features Win- 
ning Baseball. Chica- 
go Film Laboratory 
produces the Ameri- 
can League program 
for Lou Fonseca, the 
League’s nationally 
known director of 
this activity; Pathe 
lensed the National 
League subject with 
General Mills as co- 
sponsor. Ethan Allen, 
a stellar player in his 
own right, directs the 
National League’s 
film program through 
his Film Bureau 
headquarters, 30 
Rockefeller Plaza in 


New York. 


Burton 


Pictured on this page (left): scenes from 
the Fuller Brush film described below; 
(right) the National League’s “Winning 
Baseball” introduces diamond stars of yes- 
terday and today in action; (below) Amer- 
ican Steel & Wire Co. presents the promo- 
tional folder shown below to those who at- 
tend showings of its slidefilm. 


* 7 % 
Holmes Films in Chicago distribute 
Winning Baseball outside club cities 
and west of the Alleghenics. 


Where Fuller Brushes Begin 

* Fuller Brushes is a three-reel 
sound motion picture produced for 
the Fuller Brush Company of Hart- 
ford, Connecticut by Castle Films. 
Inc. It is an entertaining and edu- 
cational trip through the main 
plant at Hartford and shows in an 
interesting manner the many in- 
tricate steps that are taken in the 
manufacture of Fuller Brushes. The 
picture has had a tremendous ac- 
ceptance both among the 6,000 
dealers of the Fuller Brush Com- 
pany organization and of the gen- 
eral public as well. 

Originally, the purpose of the 
film was to acquaint Fuller dealers 
in distant parts of the organiza- 
tion with the plant behind the 
product. Obviously, it was impos- 
sible for the great majority of 
dealers to make the trip to the home 
office and as a result, Alfred C. 
Fuller, president and founder of 
the company and his associates de- 
cided to bring the plant to Fuller 
dealers through the medium of 
sound film. 

The film was released in the 
fall of 1939. Within six months 
every branch office in the Company 
had one or more showings. 


(Other reviews on Pages 17, 26. 34) 
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@ ONE OF 
caps to profitable retail operations in 
the liquor business today is the lack 
of product knowledge and 


THE most serious handi- 


retail 
salesmanship. The lack of training 
and preparation given to “the man 
behind the counter” has been noth- 
A few clerks 


here and there have managed some- 


ing short of tragic. 


how to fortify themselves with a few 
meager facts about products and in- 
eredients, but even these aggressive 
few sometimes find it hard to fell 
what they know to the customer. All 
too many clerks are still waiting for 
people to come in and take the prod 
uct away from them. They make no 
attempt to do a selling job. The 
price of the item is often the full 
extent of their product knowledge. 
But it isn’t entirely the clerk’s fault. 
Ever since repeal retailers and their 
clerks have been asking. “Where can 
we get the facts?” 
After four years of research in 
the field by members of its trade 
staff, Distillers 
Corporation has launched a nation 


relations Calvert 


wide dealer training program de 
signed to fill this very need through 
the use of sound slidefilms and other 
visual training methods. Two audio- 
visual programs have already been 
produced. One. What's in the Bot- 
tle, features the product, and the 
other. What's in the Cash Register. 
demonstrates 


sound selling tech 


nique. Other films are to be pre- 
pared on such subjects as advertis- 
ing and display in the retail store. 
what makes good whiskey, and what 


makes eood gin. 


Procram Has Ten OBJECTIVES 
* Briefly, this program is designed 
to accomplish the folowing: 
clerks and 


clearer idea of the importance 


1. Give barmen a 
of “the man behind the coun 
es 

2. Emphasize the difference be 
tween selling and clerking. 

». Illustrate the extra profit op 
‘portunities of selling versus 
clerking. 

l. Trade-up clerks on selling as a 


profession. 


5. Give clerks and barmen va 
able product knowledge. 
6. Show clerks and barmen how to 
use this knowledge: how to pa 
it along to their customers. 
Give clerks and barmen a more 
mak 
help 
them to talk authoritatively. 


authoritative background: 
them whiskey authorities: 


8. Teach young clerks and barmen 


how to win the respect of the 


trade. 

9, Teach clerks and barmen how to 
build prestige for their em 
ployer and his business. 

[24] 








The retail liquor salesman profits by Calvert’s educational slide films. 


CALVERT § 
AID LIQUO 


10. Help clerks and barmen im- 
prove sales and profits for their 
employer, and to increase their 


own earnings. 


PuTTING THE Fitms To Work 


* Now a visual training program 
such as this is fine if it is effectively 
put to use. Far too often fine films 
are produced only to be turned overt 
cold to a field force which hasn't 
the slightest idea of how to use 
them, and. as a result, showings are 
perfunctory and usually fail in their 
purpose. Calvert's problem at the 
outset was to see that there was 
enough projection equipment and 
that it was placed in the right spots: 
to see that men 
take to the films kindly and insure 


their constant use. 


their own would 


This problem has been met in 
During 
and October the Calvert 


lations 


several ways. September 
trade re- 
organization conducted 
eleven district meetings where the 
purpose of these films and the pro- 
cedure for their use was explained 
to the 


ondly. 


550 Calvert field men. Sec- 
time the 
office has utilized a regular bulletin 


since that home 
service to keep the men posted on 
results in other districts and needle 
them with testimonials from other 
Thirdly. 


field constantly 


salesmen. there are six 


men in the doing 
supervision work; aiding the men to 
conduct more “showmanlike” meet- 
ings, and setting up screening op- 
portunitie s in key spots. The fourth 
solution has been special preview 
showings to jobbers, who in turn 
carry the good work out among the 


retailers. 


LIDEFILMS 


SALESMEA 


Excerpts From CaLvert’s 
PRESENTATION MATERIAI 
“WHAT'S IN THE BoTTLE?” 


(Suggested Introductory Remarks) 


® -We have seen a lot of changes 
in this business since repeal. We 
have seen new lines and new: pro- 
ducts come and go. Thousands of 
brands of whiskey and spiritous 
beverages have crowded the A meri- 
can market since repeal. The FAA 
at Washington is authority for the 
fact that 30.000 brand 
name permits are on the records of 
You and 
that a lot of these brands 
They 


come and gone over night. 


more than 


the Federal Government. 
I know 
have been short-lived. have 
Some 
have enjoyed a longer life. Some 
have been able to hang on section- 
ally in certain parts of the 
country. 

“What are the reasons which ex- 
plain the success of some brands 
and the failure of others? A lot of 
reasons are given. Some say that 
the amount of advertising is the big 
factor. Some say that it is the type 
of promotion put behind the pro- 
duct. Some say it is the shape of 
the bottle. the time at which it was 
introduced, the brand name itself. 

“When all is said and done there 
is only one real legitimate reason 
whiskies failed 
while others have succeeded. That 
What's in the bottle? 


why some have 


one reason is: 


Fitm PRESENTATION INCLUDES 
CLOSING STATEMENT ON 
“WHat’s IN THE Casu REGISTER?” 
¢ “There you have just a few ex- 
amples of how the story of a pro- 


duct can be put into a few profitable 
words. But that is not the whole 
story on selling sentences. Some of 
you, I am sure have developed some 
Tested Selling Sentences of your 
own. Let me quote you a couple of 
Tested Selling Sentences that re- 
tailers in this vicinity use to good 
advantage. 
(Quote Tested 
tences which 


Selling Sen- 
you have heard 
used to good advantage on the 
trade in your territory.) 

“IT am sure there is one thing 
and that 
is the responsibility which rests on 
the shoulders of you men behind 
the counter—the responsibility to 
the business and to yourselves. You 
have often heard it said “Knowledge 
is Power.” 


that this film makes clear 


Certainly knowledge— 


product knowledge is power—in the 
whiskey business today. 
“Knowledge is power plus 


power plus profits! If you have the 
knowledge—and use the knowledge! 
I am sure that everyone of you at 
some time or other has felt the need 
of some “Selling Conversation.” We 
don’t mean ordinary conversation 
about the weather. We mean some- 
thing to say about the product you 
are selling. particularly about the 
quality products that you want to 
sell to earn those profit dollars. 


(Show Printed Selling 


tences printed on cardboard) 


Sen- 


“Here we have the printed resume 
of those selling sentences which you 
saw and heard in the film. We have 
a sufficient number of copies to be 
distributed to all These 
printed cards will be delivered to 


stores. 


your store in person by your Cal- 
Keep 
tested selling sentences in a handy 
place in the store for quick and 
ready This 
which you have seen is just the be- 


vert representative. these 


reference. program 
ginning of Calvert's latest contri- 
bution of this kind to the industry. 
There will be more programs of this 
kind in the future, dealing both with 
products and with over-the-counter 
selling methods. They will be based 

not upon 
efforts—but 


high-pressure selling 


upon fact. All these 


future programs will be designed to 
put more Profit Dollars in your cash 
register, 





BusINess SCREEN 


EXPERTS EVERYWHERE G40 ABOUT 









Projector-wise men and women in 
schools, colleges, industrial con- 
cerns, film laboratories and pro- 
ducing companies both here and 





N NINE SHORT MONTHS, the new RCA 
] 16 mm. Sound Film Projector has become 
a sensation! Critically tested and compared 
with all other projectors, it has been enthusi- 
astically accepted as the finest performing, 
simplest handling equipment on the market 

not only by experts in this country, but also 
in Australia, India, Argentina, Colombia, 
South Africa and many other lands. 

The finer performance and greater operat- 
ing simplicity of the RCA 16 mm. Sound Film 
Projector is the result of RCA engineering. 
Designed by the same men who are respon- 















Audio Visual Service 
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e Educational Dept., RCA Manufacturing Co., Inc., 











—" 


The finest— yet priced with the lowest! 


sible for RCA Photophone Equipment, used 
by Hollywood film producing companies and 
thousands of motion picture exhibitors, this 
projector has over-size reflector, condenser, 
and objective lens which provide more even 
distribution of light on the screen. Sound is 
clear and more brilliant because of film take- 
up equalizer and superb electrodynamic 
speaker. At either high or low volume, words 
and music are full and clear. 

So simple, it may be run by anyone, this 
projector has threading line cast on projection 
block, for extreme threading ease. All size reels 


Trademarks ‘Victor’ and*'RCAVictor™’ Reg. U.S 


N Pat. Off. by RCA Manufacturing Company, Inc 


~~, “f 


crteetenteniontententententententententon 








N. J. 
Service of the Radio Corporation of America 





abroad, agree that this is 
the finest 16 mm. projector 
on all three important counts! 


1. Finer, clearer sound 





\ 
ay 
|| 2. More even light on screen 


3. Greater simplicity of 
operation 


may be quickly rewound by motor. Cleaning 
and adjusting are very simple. Large 16-tooth 
sprockets and better film channel design 
greatly reduce wear on film. 

Compare the RCA 16 mm. Sound Film 
Projector with any other—at anything like this 
equipment’s low price! Your own good judg- 
ment will convince you that /ere is your best 
buy! For full details, mail coupon. — 





For finer sound film projector 


| 
| 
The music you wont 
when you wont it | 


performance—use RCA Tubes 





Educational Dept. (BS-12) 
RCA Manufacturing Co., Inc. 
Camden, New Jersey 


Please send me without obligation, com- 
plete information concerning the RCA 16 
mm. Sound Film Projector. 


Name 


Company or School 





Address 

















MONEY-MAKING DEAL 


for projectionists who own 
sound equipment 


(For equipment dealers, too) 


A large national advertiser requires the services of experienced 


operators who own or have available to them SOUND motion 


picture projection equipment . . . to conduct showings in their 


local communities and adjacent territories. 


A large number of popular subjects will be available. This is 


an opportunity for a good year ‘round, part-time connection. 


Good compensation will be paid on a per show basis . . . with 


mileage allowance for showings in adjacent territories. 


Here is a good money-making deal for experienced operators 


with first-class sound projection equipment. 





This is the first time 
this opportunity has 
been offered. 








lf you can qualify ... write 
Box No. 3-A. “Business Screen”, 
20 North Wacker Drive, Chicago, 
Illinois, and we will reply promptly. 
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FILM PREVUES 


(Continued from Page 23) 


dition, large numbers of civic, so- 
cial, and parent-teacher associations 
have seen and will continue to see 
the picture. Today, the film (of 
which there are more than 60 prints 
in circulation) is enjoying S. R. O. 
audiences. 





Murder Provides A Moral 
In New Service Training 
Film for General Usage 








* Some people don’t need a hatchet 
and a gun to commit murder—at 
least not in an automobile service 
shop—according to a 15-minute 
sound slidefilm, entitled The Service 
Murder Case, just released by As- 
sociated Sales Company, Detroit. 
The film traces the activities of a 
shady, shadowy character, called 
“Indifference,” who lurks in every 
service shop. 

Under his guidance, a trio of 
automobile mechanics so completely 
ignor a service customer—that they 
murder his “Goodwill.” The killing 
itself, the ensuing trial, and the final 
exposure of the real culprit by 
Charley Chandelier — an amateur 
detective—make the story in the 
film. 

Humorous and highly entertain- 
ing, the film makes a strong point 
of the fact that “indifference” and 
a prosperous service business can’t 
exist under the same roof. 

Prints and records are available 
for sale, according to Associated, at 
$7.50 each for single sets, $6.50 
each for orders of 10 to 20 copies. 
and $5.00 each for orders of 25 or 
more copies. Requests for informa- 
tion should be addressed to Asso- 
ciated Sales Company, 3123 East 
Jefferson Avenue, Detroit, Mich- 


igan. 








Scene from “Journey to Jerusalem,” 
Maxwell Anderson play now repro- 
duced in sound motion pictures. 


* 





if 


“Journey to Jerusalem” presents 
Broadway stars in this new motion 
picture for national release. 
Packard in Kodachrome 
Title: Touchdown Teamwork 
Sponsor: Packard Motor Car Com- 
pany 
Producer: Associated Sales Com- 
pany 
* For many years, automobile com- 
panies have presented their adver- 
tising programs to their dealers and 
salesmen by means of speeches and 
blow-ups of the ads. This year Pack- 
ard made its presentation in a 
Kodachrome motion picture. 

Using a_ spectacular, closely 
fought football game between the 
Detroit Lions and Green Bay Pack- 
ers, as a springboard, Packard’s 
presentation of its 1941 advertising 
and promotional plans is highly 
unusual and effective. The film was 
shown to 4,000 dealers and sales- 
men, gathered in Detroit for the 
annual drive-away. 








1 VapOrate first 
_* substitutes last- 
ing inner resiliency 


for the easily lost 





water content of each gelatin particle, to 
protect your films against heat and brittleness. 


2 VapOrate then, separately, toughens the 
* surface of each gelatin particle AFTER 


against scratches and abrasions. 


effectiveness. 








@ FOR MOTION 
PICTURE AND 


T0 STILL FILMS 





the inner lubrication is inside, to seal in the resiliency, to seal 
out water, oil, dirt and fingermarks, and to provide protection 


3 VapOrate then, separately, lubricates the outer surface of each 
* gelatin particle AFTER that surface is sealed to keep the lubrication outside where it 

eases passage through the projector and relieves perforation strain. 

4 VapOrate then, separately, admits air pressure AFTER the vaporized lubricant, in a 
* vacuum, has reached all the surface of every gelatin particle. Ever-present normal air 

pressure keeps the lubrication impregnated so that cleaning fluid will not destroy its 


4 SEPARATE STEPS, taken one AFTER the other, in proper sequence, are the WAY TO SAFETY. 








Motion Picture Films 
EAST 


Vaporate Co., Inc. 
130 W. 46th St. * 
New York City 











Better Photo Finishers 
Offer VapOrate 
protection for still 


negatives. 





Motion Picture Films 
WEST 


€ Bell & Howel! Co. 
180! Larchmont, Chicago 
TI6N. La Brea. Hollywood 











Business SCREEN 





HARDY 
BUYS SUCCESS 


Adler-Rochester, clothing manufacturer, utilizes the DeHaven 


Iconovisor continuous slidefilm projector in window displays 


Three-Dimensional Slidetilms 


@ PREVUED in these pages some 
months ago was a new slidefilm 
for General Electric on illumina- 
tion. The showing presented an 
innovation in slidefilm equipment 
which has since been further per- 
fected and is now being made 
available for the market through 
the Society for Visual Education. 

On a_ single SVE projector 
equipped with twin lenses utilizing 
polarizing discs, stripfilm is pro 
jected with realistic third-dimen- 
sion results. Members of the audi- 
ence are supplied with Polaroid 
viewers to obtain this effect in 
much the same fashion as that pre- 
viously explained in connection 


with stereo Polaroid showings. 


TECHNICAL SPECIFICATIONS GIVEN 
This new unit seems best suited 
to smaller audiences at present 
with a Mazda 600-watt. two fila- 
ment lamp of 300-watts per filament 
utilized for three-dimensional pro- 
jection. The projector may also be 
used for single-frame showings. 
utilizing the regular 300-watt lamp 
for projection. The three-dimen- 
sional effects are secured through 
projecting two similar frames 
through the double lenses to obtain 
an over-lapping or double screen 
image which are given dimension 
by use of the Polaroid viewer. 
APPLICATIONS IN THE FIELD 
The interest value of such show- 
ings is self-evident. The practical 
value is more significant as in the 
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case of mechanical demonstrations 
where the utmost realism in the 
showing of depth of space is ad- 
vantageous. Location of parts and 
‘comparative sizes are also made 
more effective. In the showing of 
automotive and similar products, 
particularly, the dimensional ef- 
fects possess added sales values. 

Another interesting application 
is in the field of interior decora- 
tion and home furnishings. Room 
interiors are given a realistic ap- 
pearance showing respective pro- 
portions of furniture units; de- 
signs are enhanced to full beauty. 


Visualizing the Exhibit 


* The National Metal Congress & 
Exposition held in Cleveland last 
fall presented further examples of 
modern visual technique for the 
convention exhibit. American Roll- 
ing Mill (Armco) drew the visi- 
tor’s attention with a twin auto- 
matic color slide presentation. One 
screen featured process illustra- 
tions while the other simultaneous- 
ly showed finished products. Two 
rear-projection units carried 2 x 2 
Kodachromes on a continuous belt. 
The Aluminum Company of Amer- 
ica was another visual exhibitor. 
The Alcoa movie theatre featured 
continuous showings of two sound 
films, Mine to Metal and Fabricat- 
ing Aluminum. Also noteworthy 
was the Lindberg Engineering 
Company’s show built by 


(Continued on next page) 
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A MONTHLY FEATURE SECTION 
OF BUSINESS SCREEN DEVOTED TO 
VISUAL IDEAS AND PROBLEMS 





News Briefs for the Idea File 


STUDEBAKER'S NEW YORK AUTOMOBILE SHOW 
exhibit, featuring the full-color three dimensional showing 
on the Real Life Projector (described in these pages last 
month}, is now on national tour visiting principal Studebaker 
dealers in major markets. 


ALEXANDER SMITH & SONS CARPET COMPANY has a 
Colorama exhibit in New York that features a “talking mir 
ror’ demonstration that projects the feminine onlooker int 

a room that flatters her coloring. A system of mirrors re 

duces the viewer to one-eighth normal size and places the 
image in a series of five different miniature rooms. Variou 
color types include blonde, brunette, brown-hair, silver-gray 
and titian and decorating effects most flattering to each of 
these types are carried out. 


A NEW DESK VIEWER FOR KODACHROMES is pre 
sented by E. Leitz this month. This small, convenient unit 
enables projection of 2-inch square glass slides, Koda 
chrome transparencies in ready-mounts, and 35mm nega 
tives or positive film strips. 


TECHNICAL INQUIRIES ANSWERED WITHOUT OBLI- 
GATION. If you have any display problem, address the 
Visual Displays Editor of Business Screen, 20 North Wacker 


Drive in Chicago. Such inquiries are answered promptly 
f 


and without the slightest obligation or referred to compe 


tent authorities. 


CONTINUOUS 
PROJECTORS 


enable the display 
manager to enlarge 
the scope of his 
window or exhibit 
jisplay to the ful 
est dimensions. 


Such equipment 


economical and 
trustworthy enouan 


for many kinds of 
uses. They repay 
their investment in 
ales results. (right) 
an Ampro Model 
CS5 is shown. 





(Continued from previous page) 


Gardiner Displays, Inc., Pittsburgh. 
M. L. 


berg 


Neison, in charge of Lind- 
Engineering’s exhibits, de- 
signed the Company's “headline” 
show. An up-to-the-minute presen- 
tation of headlines broadcast on the 
famaiar Trans-Lux equipment via 
Transradio News Service featured 


Metal 
teletype- 


exhibit at the 
From the 


Lindberg’s 
Show. 


writer, an 


news 
operator prepares the 
news tape which is projected in 
constant motion as a central fea 


ture of the exhibit. 


Headlines 


lettered over the top ot 


“Lindberg Furnaces 
of 1940,” 
the news screen tied up the main 
theme. This was also carried out 
in the rest of the decorations which 
featured the same running style of 
news tape carrying the repeated 
line “Lindberg Makes News.” The 
Trans-Lux equipment utilizes cel- 
lophane film, a projector and a 
system of mirrors which carry the 
moving message to the news screen 
by rear projection. 

Well 


Lindberg’s “Headlines” marked up 


situated on a main aisle. 


one of the attendance records of 
the entire Cleveland show. 


AFL to Produce Movie 


* Within a few months the AFL 
will start production of a movie 
based on the life of Samuel Gom- 
Charles Sinnigen 
Label Trades 


Chairman 
of the local 
Department 


pers, 
Union 
announced at the 
monthly meeting of the New York 
Central Trades and Labor Council. 

Paul Muni, who played the lead- 
ing role in The Life of Emile Zola 
and The Life of Louis Pasteur, has 
agreed to portray the former AFL 
president, Sinnigen said. 

Although Hollywood firms have 
expressed interest in the story, the 
film will be produced entirely by 
the AFL under sponsorship of the 
national Union Label Trades De- 
partment. 
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PUTING WES DIS ALER’S 
PROJECTOR TO WORK 


@ WITHIN THE 


new picture program, the sponsor's 


FIRST year of a 
investment in his film production 
may be realized in its successful 
before its 

When 


are arranged through the coopera- 


showing contemplated 


audiences. these showings 


tion of local dealers, some may 


have purchased sound projection 
equipment for the convenient show- 
ing of the film to customers and 
their own sales organization. In 
the case of dealer and sales train- 


ing films. also. the dealer is 


equipped for inter - organization 


showings, particularly where out- 
side projection facilities are not 
readily accessible. 

But what happens after the first 
year? When 


the sponsor's pro- 


gram has run its course and show- 
ings discontinued for various rea- 
sons of policy, etc., the dealer finds 
himself excellent 
sound machines and accessories, in 


equipped with 
fact all dressed up and no place 
to show. have 
arrived at by dealers and sponsors 
and these will be of interest to all 
who share this problem. 


Several solutions 


CAPITALIZE ON SHOWMANSHIP 


It is the sponsor’s responsibility. 
first, to consider his dealer’s avail- 
able assets and to utilize this valu- 
able showmanship opportunity by 
either the re-editing of his previous 
production or the production of 
fresh material. Considerable prog- 
ress has been made in the produc- 


QUALITY 


motion pictures since 1923 


What is there about Loucks & Norling films that 


make them outstanding? 


Originality of ideas, creative skill, expert craftsman- 


ship and personal supervision by the principals in this 


business result in motion pictures that have something 


not found in the “run-of-the-mill” type. 


It costs no more to get a really outstanding film! 


When planning your 1941 sales promotion program, 


write or telephone: 


COlumbus 5-6974 


LOUCKS & NORLING STUDIOS 
245 West 55th Street - New York City 








tion field, technical and creative 
advances that make the modern 
business film as different from the 
product of five years ago as a 1941 
automobile is to the 1935 model. 
Changes in policy and plant fa- 
cilities, new products and improved 
ways of selling and distributing 
them require new films to interpret 
these changes to both customer and 
salesman. 

The dealer himself may take ac- 
tion. Syndicated sales training 
films, short entertainment subjects 
of general interest and entire li- 
braries of safety and_ personnel 
training programs are at his ser- 
vice, many of them at reasonable 
rentals or for outright sale. From 
such a library he may provide en- 
tertainment for customers and em- 
ployees and education that will pay 


dividends in increased efficiency. 


It’s a Rea Asset 


More than a few dealers have 
installed small theatres by convert- 
ing an office or conference 
Very little 


seats and other equipment may be 


room. 
expense is involved; 
moved aside if necessary. But with 
the screen and projector readily ac- 
cessible, they will not be forgotten. 
One automobile dealer holds a 
weekly showing for friends and 
Letters of 
commendation and a tidy number 


neighbors in his town. 


of direct sales have resulted. On 
occasion he supplements his own 
films with those of local amateurs. 
He has 
newsreel showing cars and trucks 
actually 


even produced his own 
performing for his cus- 
tomers in the vicinity. Try and 
find a more convincing sales ar- 
gument! 

All told, modern sound equip- 
ment is both dependable and dur- 
able. The sponsor can keep it gain- 
fully employed; but the dealer 
himself can profit by being a self- 
starter in business showmanship! 








Let MBBYE” do 4 


*% Calendars 

* Diaries 

* Catalogs 

%*% Magazines 

% and other Sales Promotion 
material delivered direct to 
your Prospects and Cus- 
tomers in a_ personalized, 
distinctive manner, at a sur- 
prisingly small cost. 

% Specialists in direct errand 
service. 


ABYE ERRAND SERVI 


Main Office) 
1674 Broadway, New York City 


Circle 6-5314 
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THE NEW FILMS 


Automobile and Standard Fire 
of Hartford Produce New Film 


(Other Reviews on Pages 17 & 31) 


* The two fire and marine afhli- 
ates of the Aetna Life Insurance 
Company, The Automobile Insur- 
ance Company and The Standard 
Fire Insurance Company, of Hart- 
Ford, Conn., have just completed 
the production of a new motion 
picture film, Pleasure Afloat, which 
will be given its premiere at the 
Companies’ exhibit at the National 
Motorboat Show, Grand Central 
Palace, New York, January 10-18, 
1941. 

Pleasure Afloat, as the title sug- 
gests, presents some of the pleas- 
ures of power boating, a_ sport 
which has grown rapidly in popu- 
larity during the past few years. 

The film which was taken off the 
Eastern seaboard recently, is based 
on the story of a young yachtsman 
and his wife. who with some 
friends, took a cruise on his newly 
acquired cabin cruiser. 

Pleasure Afloat was produced in 
color and sound. In addition to 
stimulating 
yachting, the film points out how 


greater interest in 
insurance, with its accompanying 
safety engineering and inspection 
service helps to make boating safer. 
by minimizing fire, explosion and 
Following the Na- 
tional Motorboat Pleasure 
{float will be made available 
through agents of the Automobile 
and The Standard Fire, for show- 
ings before yacht clubs and other 


other hazards. 
Show. 


organizations interested in power 


boating. 


The Profession of Pharmacy 
Title: The Professional Side of 
Pharmacy 
Sponsor: Horton & Converse. 
Producer: Pat Dowling Pictures 
* Knowing that the average person, 
and even a large section of the med- 
ical and nursing professions, has no 
realization of the extensive prepara- 
tions necessary to produce a simple 
Lockheed 


Filming the Assembly 


Line (Reviewed in Business Screen 
last month.) 
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{nother Scene from the New Lock- 
heed Motion Pictures Now Showing 


prescription, or such a product as a 
vitamin tablet, for instance, The 
Professional Side of Pharmacy is 
the effort of Horton & Converse, Los 
Angeles prescription pharmacy op- 
erators and manufacturers of phar- 
maceutical products, to acquaint 
both with the extensive research con- 
tinuously proceeding in their labor- 
atories involving a good many men, 
and with the very elaborate system 
of controls used in the manufactur- 
ing processes. Though designed es- 
sentially to give both medical man 
and layman a different concept, the 
two-reel film incidentally shows the 
basic differences between a real pre- 
scription pharmacy and what we 
have come to know as the “drug 
Picture, photographed by 
Gus Peterson, 


store.” 
using Glen Glenn 
sound and narrated by John M. 
Kennedy, was produced on 35mm. 


Romance Afoot 

Title: Footnotes by Joyce 
Sponsor: Joyce, Inc. 
Producer: Roger W. Sumner 
* Two pairs of feet are about all 
one sees in Footnotes by Joyce, a six- 
minute picture shot on 16mm. Koda- 
chrome with music and sound effects 
but no dialogue, produced for Joyce, 
Inc.. Pasadena (Calif.) manufac- 
turers of shoes and slippers. Match- 
ing shoes for men and women 
casual and sport types, rather than 
formal footgear—are the feature of 
the picture which portrays a ro- 
mance from before the point of 
meeting up to the church and to a 
blessed event; unique factor is that 
the story is told by implication, 
since the screen carries no portion 
of the figures above the knee. 

Planned for use at convention 
meetings in Chicago and New York, 
the film ultimately will go into store 
windows and shoe departments 
where it will be tied right in with a 
Joyce display; a number of stores 
have established regular Joyce de- 
partments, using specially designed 
furniture and fixtures. Uncommer- 
cial from the standpoint of “plugs,” 
the name “Joyce” appears but twice 
—in the title and in one shot of a 
box-top. Sumner handled both di- 
rection and photography. 
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THE 


NEW 


MODEL SA 


PROJECTOR 


SHOWING 
35 MM. SLIDEFILMS AND GLASS SLIDES 


Two pictures are projected — one for each of your eyes. By 


‘using Polaroid* Viewers, each eye receives its separate message, 


as is done when viewing the actual object . . . the result is amaz- 
ing. It almost fools the mind. You think you are looking at the 
real scene, instead of just a screen image. Roundness, contour, 
and depth are there. 


Think what this means for your sales and promotional ac- 


tivities! A trunk full of products can be shown with a handful 
of 2” x 2” slides. 


The revolutionary simplified design of the S.V.E. Projector 
Model SA makes three-dimensional pictures available at a cost 


low enough for your general sales work. Write for complete in- 
formation now! 


Projector for three-dimensional filmstrips oniy, with regular 
S.V.E. lenses, $125.00. Projector for showing black and white three- 
dimensional filmstrips and three-dimensional color 

Vv slides, with S.V.E. anastigmat lenses, $150.00. 
U.S.Pat.O# 


*T. M. Reg. U. S. Pat. Off. by Polaroid Corporation 


SOCIETY FOR VISUAL €DUCATION. 


INC. 


CHICAGO - ILLINOIS 





100 €AST OHIO STREET 
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4+4-2 
Simple as Addition! 


7 . YOU AND Your PRODUCT 


\ 


4 
ADVERTI-FILMS? osccccuty choses 


7 staff of Hollywood major studio techni- 


cians, using the most modern sound and 
camera equipment, 


elements you must have in your com- 
pleted film: 
A combination of all the elements of 
drama, which make an audience identify 
itself with the players, and a shrewd, hard- 
hitting program of merchandising to help 
overcome your sales problems. 


How can this be assured? The man who will have 
active charge of your picture has had more than 20 
years’ experience in all phases of major studio pro- 
duction, in the handling of educational films for 
both theatre and private distribution, and in the 
direction of commercial films for such representa- 
tive firms as: 


Sears, Roebuck & Co. 
Deere & Co. 
General Motors (Oldsmobile) 


and participating production for the following: 


Perfect Circle 
Ford Motor Co. 


Lux... Jello... United Fruit Dispatch .. . 
Frigidaire ...Spry ... Lipton’s Tea... 
Dodge . . . Pillsbury’s Flour... 


Lever Brothers Co. 


A complete production unit can be at your plant, 
prepared to work, within 24 hours. We make it look 


easy because IT IS. And we guarantee a finished 


film as 


“Timely as the Next Tick of the Clock’’ 


ADVERTI- FILMS 


1585 Crossroads of the World 
6671 Sunset Boulevard 
HOllywood 7349 


HOLLYWOOD 


John J. Boland, 


Producer-Director 


Neil Cameron Smith 
In Charge of Production 





[30] 





PRODUCTION on 
the WEST COAST 


Reviews of Current Films by H. L. 
Vitchell, Western Editor 


Cooking Made Easier 
Title: The Precious Ingredient 
Sponsor: Range Division, Westing- 

house Elec. & Mfg. Co. 
Producer: Roland Reed Productions 
* Westinghouse Range Division's 
consumer picture, The Precious In- 
gredient, with a professional cast in- 
cluding Fay Helm, Grace Stafford, 
Weldon Heyburn, John Marshall, 
Sonny Bupp and Harlow Wilcox, 
makes effective use of the ever-cur- 
rent interest in vitamins with the 
clever introduction of an address on 
the subject by Dr. Deuel, professor 
of biochemistry at the University of 
Southern California. Telling just 
what vitamins are, where they may 
be found, and what they do for hu- 
man life, the story related the bene- 
fits of “vitamized cooking.” and sug- 
gested that cooking was made easier 
with a Westinghouse range. Con- 
tracts were also shown between the 
cooking habits of a “good” and a 
“bad” family. 

Shot on 35mm. with RCA sound 
and reduced to 16mm. for distribu- 
tion, the film totals about 2200 feet. 
Wallace Fox directed; photography 
was handled by M. A. Andersen; 
story was by Arthur Hoerl. Pro- 
duced under the supervision of 
Fuller, Smith & Ross, Inc. advertis- 
ing agency. 


Truck Transportation 
Title: Pay Loads 
Sponsor: Eleven Western States 

Conference of the {merican 

Trucking Associations 
Producer: Pat Dowling Pictures 
* Shown first at the National Con- 
vention of the American Trucking 
Associations, Inc., in Los Angeles, 
in November, but scheduled for 
national distribution, Pay Loads 
covers the general subject of motor 
transport and modern highways with 
special reference to sizes and 
weights of motor trucks. Scenes 
were made in the various western 
states: a discussion is included. 
from the viewpoint of the highway 
engineer. of desirable uniform 
standards of sizes and _ weights 
among the states. Regional trucking 
associations and motor truck oper- 
ators will be major users. 

In two reels, shot on 35mm. black 
and white stock and reduced to 
l6mm. for distribution, the cast in- 
cludes Pat O’Malley, prominent 
Hollywood actor, as the highway 
engineer. Narration is by Jimmie 
Vandiveer, NBC announcer. 








From “Betty Puts Her Budget onIce” 


Stewart-Warner Entertains 

Title: Betty Puts Her Budget on Ice 
Sponsor: Stewart-Warner 
Producer: Cinema Sales, Inc. 
* Notably effective for the comedy 
touches which made it human and 
appealing, since every man who sees 
the picture can put himself in Stan- 
ley Andrews’ shoes and_ every 
woman has been mad at her hus- 
band at one time or another, Betty 
Puts Her Budget on Ice is a sound 
two-reeler designed both for the 
consumer and for Stewart-Warner 
dealers. 

The producer held firmly to the 
belief that the film needed to follow 
closely a successful pattern of en- 
tertainment in providing a well- 
rounded story, and in this one 
Stewart-Warner’s Dual-Temp refrig- 
erator is more a part of the cast 
than something about which a sales- 
point is being made. As a story 
basis, father and son-in-law go fish- 
ing, and mother is angry when the 
fish spoil in her refrigerator. 
Daughter invites her parents to din- 
ner and serves them fish kept for a 
week in her Dual-Temp. Explana- 
tion of what the refrigerator does is 
given from a woman's viewpoint, 
and then the older couple visit a 
dealer for a scientific explanation. 
Carrying a running gag—on “the 
budget’”—throughout, the film ends 
on a comedy note when father and 
son-in-law return from another fish- 
ing trip and, in a darkened kitchen, 
the two women mistake them for 
burglars and go after them with 
mops and brooms so that soon hus- 
bands and fish are scattered all over 
the floor. Final scene shows the 
fish being pat in a new Dual-Temp. 

Credit for the humor is due Di- 
rector Mal St. Clair’s flair for come- 
dy. Photography was handled by 
Harry Jackson. Script was written 
by Stewart-Warner Salesmanager 
Fred Cross, with adaptation by John 
Thomas Neville. Others in the cast. 
beside Andrews, are Sidney Black- 
mer, Vivian Osborne. Brenda Fow!- 
er, and Billy Mahon (of the Jones 
Family series.) Produced on 35mm. 
color and reduced to 16mm. for dis- 
tribution to women’s clubs and simi- 
lar organizations; 100 prints in use. 
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Don Wilson in “Fun in the Kitchen” 


Masculine Cookery 
Title: Fun in the Kitchen 
Sponsor: Pacific Coast Gas Associa- 
tion 
Producer: The Rodney Gilliam 

Company 
* Recorded directly on 16mm. Ko- 
dachrome so that there will be no 
optical reduction nor any sound 
reduction, and believed to be the 
first all-synchronized picture on this 
smaller film with an all-professional 
cast. Fun in the Kitchen tells the 
story of cookery from a masculine 
approach, with a full appeal for a 
feminine audience, and accom- 
plishes the further objectives of: 
identifying the CP gas range; stress- 
ing dependable, convenient and 
economical cooking; glorifying the 
modern all-gas kitchen and instill- 
ing into modern kitchen practice the 
notion of fun in cooking. 

The story is begun by Hedda 
Hopper, of stage, screen and radio 
fame, and a syndicated newspaper 
columnist. From then on it’s largely 
in the hands of Don Wilson, ace 
radio announcer whose voice is prac- 
tically a signature for Jack Benny’s 
Jelly program, and Manton More- 
land. colored character actor whose 
popularity has increased as a result 
of several successful parts in recent 
Hollywood entertainment produc- 
tions. 


Mentions No Propuct Names 

No products are mentioned so 
that the lack of commercial ap- 
proach will encourage wide show- 
ing. Nonetheless the selling power 
of the picture, for gas, is both 
forceful and convincing. The sales 
points are subtle, told not as a sales- 
man would deal with a prospect, but 
rather as a proud owner would dis- 
cuss the merits of his equipment 
with a friend. The entire atmosphere 
is informal and friendly, well dis- 
tinguished from usual demonstra- 
tion-room technique. 

Pacific Coast Gas Association. 
sponsor, supplied outstanding do- 
mestic science instructors and gas 
equipment authorities who checked 
the production for a technically- 
correct job from the gas industry’s 
viewpoint. First shown at a recent 
American Gas Association conven- 


NuMBER Two e— 194] 


tion in Atlantic City, the film is 
designed for national distribution, 
with signatures of individual utility 
companies incorporated into the 
main title. Distribution plans for 
these separate firms are being 
worked out in cooperation with 
Modern Talking Picture Service, 
and plans include showings before 
men’s service clubs, fraternal or- 
ders, and other social organizations, 
as well as to feminine audiences. 

Picture runs 25 minutes, and it 
has been pointed out by both spon- 
sor and producer that use of 16mm. 
Kodachrome was no more expensive 
than 35mm. black and white, filling 
within budget limitations the vital 
need for color where food products 
are shown. 


' For International Harvester 
Title: Golden Harvest 
Sponsor: I/nternational Harvester 
Company 
Producer: Pat Dowling Pictur:s 
* One of International Harvester’s 
long series of films dealing with 
specific branches of agriculture. 
Golden Harvest is a one-reel pro- 
duction telling briefly the procedure 
involved in citriculture. Part of 
the firm’s 1940-41 winter program of 
pictures for controlled showing. this 
will be used nationally because of 
the general interest in its subject 
matter, though the citrus area, 
proper, is limited to five states. The 
citrus industry expects to reap some 
benefit from the screenings, since 
the picture points to the growing 
uses of other products beside the 
fresh fruit. Photographed by H. H. 
Brownell on 35mm. and issued on 
both 35mm. and 16mm. stock, nar- 
ration was done by John M. Kenne- 
dy, and script was produced by Pat 
Dowling. 


The Art of Gliding 

Title: Sailplane 

Producer: James H. and John Love 
* Primarily concerned with ac- 
complishing an educational objec- 
tive, and certain to be of interest to 
the aircraft companies and the gen- 
eral public alike as a result of cur- 
rent conditions, Sailplane, shot at 
LaJolla, California, features Hawley 
Bollus, dean of gliding experts and 
glider manufacturers. More or less 
divided into three sections, the film 
shows construction of model gliders, 
the assembly of a real glider, a 
glider in flight, including some in- 
struction in how a motorless plane 
is handled. 

Subtly commercial in suggesting 
acquisition of a knock-down glider 
kit, the film makes a point of the 
fact that there are some 500.000 
qualified glider pilots in Germany. 
an equal number in Soviet Russia, 
less than 500 in the U. S. Recorded 
directly on l6mm. Kodachrome. 
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@ IN TELLING a story cinematically, 
always remember that if your sub- 
ject or scenes are entertaining, then 
and only then does your picture 
justify 
must have significance and must 
sustain interest and therefore judi- 
cious care and thought must be 
given to the footage of each scene. 
If a scene is too long, it may drag, 
and thus dampen interest. If it is 
too short, its point may be lost. 
Unfortunately, no rule or formula 
is applicable to this important phase 
of film editing, but with the above 
thoughts in mind, plus some imag- 
ination and a little experience re- 
sulting from trial and error, you 
should achieve some amount of suc- 


its existence. Every scene 


cess. 

Film editing is basically an art. 
It is true that definite mechanics are 
involved which should be performed 
almost instinctively, but though 
both may possess comparable tech- 
niques one artist may be better than 
the other artist because he possesses 
more imagination. Thus, obviously, 
the mechanics come first. 


Lone Suot Piaces Loca! 


Establishment of locale with a 
long shot is a sound rule for those 
who are editing, and, even more so. 
for those who do some shooting of 
their own and so are in a position to 
control editing to a great extent by 
careful forethought at the begin- 
ning. In order to permit the audi- 
ence to become a little more inti- 
mate with the subject, a medium 
shot, considerably closer than the 
first. is desirable, and both should 
be left on the screen for sufficient 
time to familiarize the audience with 
generalities. 

Now definite points of interest 
must be punctuated by cutting to a 
closeup, which may be compared to 
an underlined word in that it con- 
centrates attention on just one point, 
influ- 


eliminating any distracting 


ence. For this reason it need not 
be on the screen quite as long as 


While 


less footage is required, it must be 


the long or medium shots. 


borne in mind that the action of the 
actor must be slower than in the 
long or medium shots to prevent 


blurring of the image. 
SmootuH PATTERN Is ART’STRY 


The artistry of the film editor is 
determined by his ability to inter- 
sperse properly the various long 
shots, medium shots, and close ups 
with an interesting. coordinated pat- 
tern so that his story is told with- 
out straining the audience’s atten- 
tion. 

The next important step is to es- 
tablish proper cinematic timing be- 
tween the various episodes or se- 
quences in the film. “Fade ins” and 
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THE ART of FILM EDITING 


To appreciate the talent of your producer 


recall your own 


experiences and read these brief notes by R. C. Mercer, 
Hollywood specialist in special effects for motion pictures. 


“fade outs” are significant in giving 
this timing; with “lap dissolves” 
they are punctuations for the points 
being put over. A fade in is com- 
parable to the rising of the curtain 
of the legitimate theatre, and the 
fade out represents the lowering of 
the curtain on one of the acts. Thus 
with the fade out there is a definite 
cessation of time, and the device is 
used to signify the ending of an 
episode and the beginning of an- 
other sequence. 

On the other hand, should a quick 
transition be desired from one lo- 
cale to another, resort to the device 
known as the dissolve. Judicious 
use of both effects, basic elements in 








BURTON HOLMES 


any special effects undertaking, pro- 
fessional embellishment will be at- 
tained. 


In Sitents—It’s SusTiTLes 
The greatest saviour of all for 
smoothing and rounding out any 
silent picture is the subtitle. Here 
is a device that will make up for al- 
most any lack at all in the telling of 
a film story, just as dialogue in a 
sound film reduces omissions from 
the actions of the characters on the 
With an ingenious title, 
touched with a little humor, virtu- 
ally any gap may be bridged—the 
scene you couldn’t get, or the one 
Subtitles weld 


screen. 


impossible to shoot. 


LEADING IN 


uae 


48 YEARS 


FILMS, INC. 


, 


-YOUR ASSURANCE 
TODAY OF A 
FILM THAT WILL 


Coe 


Your film will hold intense audiencc 
interest if it has the benefit of intri- 
trick printing effects, 
superimposcd 


cate optical 
multiple exposures, 
titles, and spectacular montages. 


\ | 
‘e 


a 





For a sound film in brilliant natural 
colors consult with specialists who are 
abreast of the newest developments. 


Insist on licensed RCA High Fidelit) 
sound, recorded by skilled sound men. 
Demand a story treatment planned 
and written by a creative staff experi- 
enced in telling—and _ selling—with 
the film medium. 


choose Burton Holmes 
Inc., the organization with 


For results, 
Films, 


longer experience than any other film 
producer. 


Write today! 


RECENT BURTON HOLMES 
KODACHROME SOUND 
FILMS 


“Power That Pays” — Full 
color sound slidefilm, produced 
for J. |. Case Company to in- 
troduce 1941 line of tractors te 
dealers and farmers. 


“Tight Lines" — Kodachrome 
sound movie produced for the 
Wisconsin Conservation Depart- 
ment to promote fishing in 
Wisconsin lakes and streams. 





BURTON HOLMES FILMS, Inc. 


7510 N. Ashland Ave., Chicago. 


Telephone Rogers Park 5056 








all scenes into a unified, coherent 
story—but again the device may be 
abused if footage is not properly 
controlled. 

Beyond these basic devices, 
whether for silent or for sound pic- 
tures, lie the endless possibilities of 
special effects to accomplish almost 
any desired purpose. They may be 
maps across which lines stream in 
connecting links; they may be mini- 
atures; they may call for optical 
work. Most of these call for the 
handling of a specialist, an expert. 
A film editor may determine the ef- 
fectiveness of them—though in the 
business field regular previews of 
the sort utilized by the entertain- 
ment film producers to determine 
audience reaction desirably should 
precede any such cutting—and may 
control the footage involved. Be- 
yond that, there is little else he can 
do as an editor. 


LEARN From Goop Fitms 


Every potential user of the busi- 
ness or educational screen, however, 
would secure an invaluable educa- 
tion in what ought to go into his 
production from the standpoint of 
special effects, as well as what other 
elements are involved, by doing 
some careful prevueing of the best 
in film fare 
your 


somebody elses if not 


own — and carefully noting 


the technique employed by the 
director and film editor to achieve 
a smooth flow of the projected 
story. 

We also learn by doing—your 
own humble efforts at the editing 
table will show the skill and tech- 
nical experience necessary for fine 
effects. Such effects make the dif- 
ference between an awkward, stum- 
bling narrative and one which flows 
And since 
the job of every good business film 


with smooth conviction. 


is simply that of a salesman, it is 
well to understand the ingredients 
The 
choicest of these is the art of film 
editing. 


of good film salesmanship. 


MPS&A Offers Test Kit 


* Moving picture enthusiasts who 
are interested in the latest improve- 
ments should communicate with the 
Motion Picture & Acces- 
sories Co., Inc., 351 West 52nd 
Street, New York City. This com- 
pany has prepared an unusual Test 


Screen 


Kit, consisting of a 5” x 7” sample 
of their new Wide Angle Crystal 
Beaded Screen Fabric, and a test 
chart for use in testing the quality 
of your projected movies. You can 
obtain this Test Kit. without charge 
or obligation, by writing direct to 
the Motion Picture Screen & Acces- 
sories Co.. Inc. 


Business SCREEN 








IN YOUR RECORD LIBRARY 


@ Many projector owners, especi- 
ally those presenting the myriad of 
shows to group audiences, fail to 
appreciate the value of a turntable 
which can be conveniently hooked 
up to the projector amplifier for 
‘playing musical selections before, 
after and between showings. 
Recorded music offers many in- 
teresting possibilities, particularly 
worth exploring to those who have 
two-speed transcription or sound- 
slide projection equipment as well 
as to movie projector users. Colum- 
bia and Victor, both with available 
studio facilities for sound slidefilm 
recording, have made remarkable 
strides in the production of fine 
quality material. Of the Columbia 
Masterworks featuring the London 
Philharmonic it has been said that 
no more perfect musical interpreta- 
tion exists. 
Additions to the Library 
* The Tchaikovsky “Pathetique” 
Symphony is Columbia’s Master- 
works contribution of the month. 
Leopold Stokowski 
conducting the All-American Youth 


Presented by 


Orchestra, this magnificent interpre- 
tation is worthy of a permanent 
place in the collector’s library. 
Tchaikovsky called it “the 
open-hearted of all my works.” Sto- 


most 


kowski makes it the most dynamic 
of all his readings. The technical 
perfection of the recording leaves 
make this a 
brilliant tribute to the com- 


nothing undone to 
truly 
poser and the conductor. 

* Sergei Rachmaninoff’s Symphony 
{ Minor, Opus 44 has 
been conducted by the composer 
and presented by the Philadelphia 
Victor Album 


Vo. 3. in 


Orchestra in a new 


MAILING LISTS 


7 GET OUR FREE 
hy aoe REFERENCE 
BOOK and 


MAILING 
LIST CATALOG 










Gives counts and prices on accurate guaranteed 
mailing lists of all cl of busi enter- 
rises in the U. S. Wholesal Retailers 

anuf 1 ificati and state. Also 
hundreds of selections of individuals such as 
professional men, auto owners, inco.ne lists, etc. 


Write today for your copy 











R.L.POLK&CO. 


Polk Bidg.— Detroit, Mich. 


Branches in Principal Cities 
World's Largest City Directory Publishers 


Mailing List Compilers. Business Statis- 
tics. Producers of Direct Mail Advertising. 
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M-712. Victor presents a similar 
classical gem this month in a some- 
what lighter vein in the Capriol 
Suite of Peter Warlock, played by 
the Constant Lambert String Orches- 
tra on a 12-inch disc No. 13497. 


* In the popular vernacular, two 
new Columbia albums will 
varying moods. Set C-37 Serenades 
presents Wladimir Selinsky and his 
String Ensemble conjuring up ro- 
mantic images galore from the mu- 


serve 


sic of Schubert, Romberg, Drigo, 
Arensky and others. Four records in 


the album ($2.50). 


Over the fence and far 
comes the jazz of Duke Ellington in 
Columbia’s second release of Hot 
Jazz Classics. C-38 presents “The 


away 


Duke” on four records including 
some of the most famed of his num- 


bers. ($2.50). 


And, finally, a third mood over- 
takes us in the Aloha, Hawaii album 
in which Columbia has placed eight 
familiar and unfamiliar songs of 
the Islands all exquisitely played 
by Andy Iona and his Orchestra. 
($2.50). 


For the Group Program 

The nearest thing to program per- 
fection has been recorded in Colum- 
bia’s Andre Kostelanetz instrumen- 
tation of Musical Comedy Favorites. 
In the absence of these tunes from 
the ether waves, they bring a par- 
ticular nostalgia. Included are 
some all-time favorites, among them 
Smoke Gets in Your Eyes, Tea for 
Two, A Pretty Girl Is Like a Melody 
and All the Things You Are. Four 
ten-inch records, complete with al- 
bum, $3.50. 








For Your Cinema 
Prevues in Chicago 


% You are invited to 
inspect the finest pri- 
vate theatre in the 
Midwest and to invite 
your friends to enjoy 
the quiet perfection of 
its unexecelled  sur- 
roundings. Complete 
projection equipment 
for all 16mm presenta- 
tions available at 


KUNGSHOLM 
Ontario at Rush Street 
in Chicago. 

































































THE NEW 
LOW - PRICED 


16MM SOUND FILM 
PROJECTOR... .. 





In every respect this new DeVry Model 
QR-12 projector reflects the unmatched 
experience of DeVry engineers and mas- 
ter craftsmen who design and build the 
famed DeVry cinematic equipment used 
in Deluxe theatres throughout the world. 


Salesmen Will Prefer the 


DeVry QR-12 Because: 

* It’s easy to carry 

* Easy to set up 
Easy to thread 
Easy to operate 
Costs less to run 
Lower maintenance cost 
Lastingly dependable 
Theatrical performance 


a. ¢ 8 2 ¢.@ 





MATCHED CASES: Two small, 

light and compact airplane luggaye 

carrying cases; projector and «mpli- 

fier in one case, 12-inch speaker in 

the other. Easy to carry; easy to 
set up. 


Devi Passents 


DUAL-CASE LIGHTWEIGHT 


a 








Pe PG, HERPES vi 


weer reer 


With STOP - ON - FILM 


—for the safe showing of single film 
frames as "still" pictures. 


MOTOR REWIND 


—high-speed rewinding without chang- 
ing belts or reels. 


REVERSE MECHANISM 


—permits running film backward. 


12’” SPEAKER IN SEPARATE CASE 
Featuring 


Smart New AEROPLANE LUGGAGE 


In this fine new DeVry Model QR-12 
we reach peak achievement in provid- 
ing business, schools, clubs and 
churches with supreme projection 
quality and convenience of operation 
and handling at lowest cost. 

* * * 


Inside as well as outside, this new pro- 
jector has all the marks of distinctive 
DeVry craftsmanship; all the engi- 
neering and manufacturing _refine- 
ments that have made DeVry the sym- 
bol of quality and of extra value—the 
world over. 
. * * 


MODEL QR-12: complete as described above; ready for 
operation with power cords and one 1600-foot reel. 


COMMERCIAL NET PRICE $365.00 
MODEL Q-12: Same as described above but without 
Stop-on-Film, Power Rewind, Reverse Switch. 
COMMERCIAL NET PRICE 


$330.00 


For Complete Technical Specifications and Other Data Write to: 


All DeVry Projectors Conform to Underwriter’s Laboratory Standards 





NEW YORK 


DEVRY CORPORATION 


1111 ARMITAGE AVENUE ° 


CHICAGO 


Established 1913 HOLLYWOOD 















— IT’S HERE AT LAST! 


WHAT EVERY MOVIEMAKER WANTS 


PERFECTLY SYNCHRONIZED SOUND 
AT A PRICE YOU CAN AFFORD 














B & H 8mm. camera with 
electric motor drive. 





e@.. 


B & H i6mm. projector with 
syncro-sound unit. 





Presto recorder with syncro- 
sound unit. 


PRESTO 
RECORDERS 


make and reproduce high 
fidelity synchronized 
recordings. The model K 
(illustrated) makes rec- 
ords that play 5 minutes. 
The Presto model Y 16" 
recorder makes records 
that play 15 minutes con- 
tinuously, sound foracom- 
plete 400' reel of 16mm. 
film. 


PREST 





ITH the new PRESTO SYNCRO- 
SOUND SYSTEM you can make 
8mm. or 16mm. talking pictures of your 
family or friends singing, playing, acting 
dramatic sketches. You'll see and hear 
them on the screen, their voices syn- 
chronized perfectly with every lip motion. 
You can bring your silent pictures to 
life with narrative comment, musical 
backgrounds, sound effects. Your sound 
will match each action on the screen 
with split-second accuracy. 

The PRESTO SYNCRO-SOUND SYS- 
TEM gives you theatre quality, syn- 
chronized sound on disc at 1-10th the 
cost of sound on film. It’s simple to 
Operate, no intricate adjustments, no 
fumbling with speed controls; the syn- 
chronization is completely automatic 
from start to finish. Ideal for home, in- 
dustrial or educational movies. 

To make and show talking pictures 
you need a Presto recorder and 3 
SYNCRO-SOUND attachments, one for 
the recorder, one for your silent pro- 
jector and the electric drive for your 
camera. To show silent pictures with 
post-recorded narrative you need only 
the projector attachment and the turn- 
table attachment which can be used on 
any home phonograph or record player. 
Numerous photographic dealers and 
recording studios are being equipped to 
make synchronized records for you. 


Write today for prices and our FREE 
BOOKLET entitled ‘“‘How to Make Talk- 
ing Pictures at Home.” 





Presto Model K — inex bensive — bortable — easy-to- 
use. Makes professional 6", 8", 10" or 12" phonograph 
records that you can play back instantly. on the 
Same turntable. 


a aene) 2)0, icmeeie) ate) F yale), 


242 West 55th Street, New York, N. Y. 


World's Largest Manufacturers of Instantaneous Sound Recording Equipment and Discs 





How to Improve 
Your Sales 
Results in 1941! 





"How? By using visual media to assure your 
salesman’s full knowledge of tested selling 
methods, of course. Find out all about them 
in the pages of Business Screen during the 
Year 
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PERSONALITIES i tse NEWS 


* Lyne S. Metcalfe has been ap- 
pointed Eastern manager of Bro- 
buck, Inc., of Detroit, with new 
offices at 120 East 41st Street, New 
York City, it has been announced 
by George Brosch, 
Brobuck. 

Mr. Metcalfe is widely known as 
a writer of commercial motion pic- 
tures in the field for the past four 


president of 


years, he has been an executive in. 


West Coast Sound Studios and prior 
to that, for ten years, he was with 
the Jam Handy organization. He 
is also co-author of the book, “How 
to Use Talking Pictures in Busi- 
ness.” 

New offices have also been opened 
in the Merchandise Mart, Chicago. 
where William B. French has been 
Wil- 
liam Alley, vice-president of Bro- 
buck. has 


appointed Western manager. 
been promoted to the 
position of executive vice-president 
and motion picture production 
supervisor. Ray B. Lawrence, for- 
merly with the Fisk Tire Division. 
U. S. Rubber Company, has been 
appointed general manager, with 
headquarters in Detroit. 


Yorke Studio Moves 
Yorke. 


producer, announces 


® Emerson industrial and 
theatrical 
move of studio headquarters from 
245 West 55th Street to 130 West 
16th Street, New York City, where 
his organization will occupy per- 
manent space on the ninth floor . . . 
and the new 


Bryant 9-9091. 


phone number is 


James Slee Joins Springer 


* James N. Slee. former member 
of the New York Stock Exchange. 
has joined the new business de- 
partment of Springer Pictures, Inc.. 


of New York and Detroit. 


Cpens Chicago Office 
* Associated Films of De- 
troit are represented in Chicago 
through offices in the Mather Towe: 
Building. Headquarters and_stu- 
dio facilities are in Detroit. 


Sales 


Director, camera crew and cast “talk 
it over” during the production of a 
recent Castle paint film for DuPont. 








_ 


Lyne Metcalfe, 
New Eastern 
Manager for 
Brobuck, Ince. 





Visual Education 
Dealers Organize 


* A group of visual education 
dealers were talking together at the 
National Education Association 
meeting in St. Louis last winter. 
The most frequently discussed mat- 
ter was that of price-cutting. The 
discussion developed into the usual 
‘round the mulberry’ affair when 
someone asked, “Why not form an 
organization of visual education 
dealers to combat price cutting and 
live up to Fair Trade regulations?” 

From that simple question began 
the National Association of Visual 
Education Dealers. An organization 
was formed on the spot since edu- 
cational dealers all over the coun- 
try were present for the NEA. Of- 
licers were selected, by-laws drawn, 
and the work of the organization 
began immediately. 

President of the group is C. R. 
Reagan. head of the Texas Visual 
Education Company, one of the 
largest school dealers in the coun- 
try. Other officers are Donald Reed, 
of Ideal Pictures, Angeles. 
California. and D. T. Davis, of the 
D. T. Davis Company, Lexington, 
Kentucky. The national character 
of the association is reflected in a 
membership which 
visual dealers in all 
the nation. 


Los 


draws upon 


sections of 


Mr. Davis. secretary of the asso- 
ciation, states that much healthier 
price conditions already exist as a 
result of the organization’s work. 
States Mr. “The NAVED 
has acted as a clearing house for 
many 
plaints. 


Davis. 


bitter price cutting com- 


From these complaints 
have come adjustments which have 
resulted in better understanding 
and elimination of ‘long discounts’ 
which have cut down profits for all 


of us.” 


Nu-Art's Single-Reelers 

® Nu-Art Films, Inc., 145 West 
15th Street. New York City, are the 
exclusive distributors of a number 
of very unusual single-reel subjects. 

In Oddities in the Law the idio- 
syncrasies of the traffic laws of sev- 
eral states are shown. For example 

in Milwaukee, a vehicle can park 
only two hours—unless it is hitched 
to a horse. 
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THE CENTER OF CHICAGO BUSINESS 


IN 1941, LOCATION is a key factor in the selection of your office headquarters in 
Chicago. Not only are the convenience and economy of every type of local and suburban 
transportation available at 20 North Wacker Drive but your clients and executives will 
profit by its unequalled accessibility to wholesale, financial and other business sections. 
Towering far above nearby buildings, 20 North Wacker offers additional advantages of 
light and air on eight sides of offices, complete service facilities including luxurious club 
floors, restaurants, etc. as well as studios and theatres for every type of sales or entertain- 
ment function. Yet rentals are moderately scaled to meet the most exacting requirements. 
For complete details and 20 North Wacker’s plan to meet your office . \\ \\ 
problem, address the Office of the President, Mr. J. C. Thompson: NN) \ 


20 NORTH WACKER DRIVE 
THE CIVIC OPERA BUILDING 


WASHINGTON BOULEVARD AND WACKER DRIVE « CHICAGO 

















CONVENIENT ACCESS TO CHICAGO'S PRINCIPAL BUSINESS CENTERS 
60. Am. Nat. Bk. &TrustCo. 42. Chicagoan Hotel 63. Nat. Bank & Tr. Co. 37. Harris Theatre 24. Marshall Field & Co. 3. Shedd Aquarium 
39. Apolio Theatre 13. Chicago Athletic Assn. 40. ¢ "s Grand 53. Harris Tr. & Sav. Bank 34. MeVickers Theatre ‘= 
to aoa Hotel Bidg. $8. Calengs Chas _ n teh - oa Hore Casas - Sh. taervionn tHovet oh. SuaneLene Theatre 
89. Bismarck Hotel 66. Chicago Daily Times 54. Continental Hlinois Na- 48. Hotel Sherman 1. Navy Pier 22. Stevens Hotel 
22. Blackstone Hotel 69. Chicago Heraid-Amer. jonal Bank & Trust Co. 28. Hub Store 61. Northern Trust Co. 73. Terminal National Bank 
55. Board of Trade 68. Chicago Merch. Exch. 9..Crerar 12. Hlinois Athletic Club 74. Northwestern Depot 47. Union Club 
33. Boston Store 8. Chicago Motor Ciub 73. Salty Neos Udy, 67. Mi. Belt T Co. 17. Orchestra Hail 7. Union Staton 
51. Brevoort Hotel 11. Chicago Public Library 4. Theatre 10. Hi. Cent. R. R. (Rand, St.) 30. Oriental Theatre 32. United Artists Theatre 
§ Gere tenes $x Caieabe Treas Sh Feder! Datiding eat ee #7, Pater Howes "x WON Stasios 
x parson, Pirie, Scott & 5. Chicago Towers Club 4. Field Museum as, Cosas Serost peation 15. Peoples Gas Building 38. Woods Theatre 

0. (retail) 6 Trib. & WGN 44. First National Bank 76. Main Post Office 31. Roosevelt Theatre sie 
71. Carson, Pirie (whise.) 48. City Bidg. 77. Florsheim Shoe Co, 25. Mande! Brothers 36. Selwyn Theatre 52. Y.M.C.A. (Central) 
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UNO 


aC MOOL 


CONSUMER 
ORGANIZATIONS 
Await Your Films 


639 Colleges . . . 3,219 High Schools... . 
2,600 Grade Schools . . . 859 Churches .. . 
786 Clubs .. . 781 Industries . . . 391 
Y.M.C.A’s . . . 978 other organizations are 
reached by the Y.M.C.A. Motion Picture 


Bureau. 


If you have a message for these consumer 
organizations consider the scope of the Motion 
Picture Bureau's coverage. 28,000,000 con- 
sumers are reached with America’s business 
messages at their own places of assembly 

and through their own sound equipment 


Write: 


THE Y.M.C. A; 


MOTION PICTURE BUREAU 


19 S. LaSalle Street 347 Madison Avenue 
CHICAGO NEW YORK 
351 Turk Street 
SAN FRANCISCO 








PRODUCER DIRECTORY 


"Silat nde ars nea LO IE Rn np mene PD en pron orn 


QUALITY PRODUCTIONS 


BLACK & WHITE & IN COLOR 


| 
| 
Peer een 




















Division of 4S ARRA, Ine. 
WHitehall 515! -:- 16 East Ontario Street -:- Chicago i 
A eee ean salsa’ 








—in BOSTON see PATHESCOPE 
FILMING in 16mm, plus 


Color, "Add the Local Angle” 


Write or phone the 


PATHESCOPE CO. 


438 Stuart St., Boston Tel. COM 0640 











MR. 16 mm. PRODUCER 


We offer you complete 
facilities for scoring 


SOUND 


GEO. W. COLBURN 


LABORATORY 
1197-8 Merchandise Mart 


BLACK & WHITE 
KODACHROME 
SPECIAL EFFECTS 
ART TITLES 





CHICAGO 
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AMERICA'S CLUB MILLIONS 


(Continued from Page Twelve) 


such film fare is favorably received. In corre- 
spondence with executive heads of many of 
these national organizations, the editors of 
Business SCREEN have received assurances of 
co-operation and enthusiastic recognition of the 
value of films in stimulating membership at- 
tendance as well as the accepted benefits of en- 
tertainment and education. 


Kinps oF SusBjects Most Popu.ar 


Subjects most popular with these groups are 
naturally those possessing some quality of en- 
tertainment, though well-produced factual films 
are recognized for their educational merit alone. 
Especially in these days when national prob- 
lems are foremost in the minds of adult groups, 
subjects dealing with national defense, indus- 
trial mobilization, economic problems and simi- 
lar topics under discussion rank high in favor. 

Advertising content is a problem only when 
the sponsor is ill-advised in the nature of such 
commentary. Good producers understand the 
limitations of good taste, cinematically speak- 
ing, and the realization that the best advertising 
is the least obvious is becoming more wide- 
spread. The worst “advertising” picture is an 
amateurish, unprofessional production where it 
immediately becomes obvious to the audience 
that the sponsor had an “advertising” message 
to deliver and wanted to get it over with in the 
cheapest possible way. 


THEATRICAL QuaLity Gets PREFERENCE 


National film distributors acknowledge the 
overwhelming demand for films like the Middle- 
ton Family (Westinghouse), The Story of Anti- 
Freeze (National Carbon), W heels 
(Dodge), Refreshment Years 
(Coca-Cola), 


Army on 
Through the 
and all of these possess produc- 
tion quality based on sound theatrical appeal. 
Such pictures roll up amazing audience totals 
and their influence on the sales curve of the 
sponsor is immediate and traceable. 
sults will be discussed in another 


Such re- 
article in this 
series to be published in an early issue of 
BUSINESS SCREEN. 





WANTED: TOP-NOTCH 
SLIDEFILM SALESMAN 


Wide-open opportunity with well-established 
slidefilm producer for experienced, creative 
sales executive—one who can build own 
sales organization—unrestricted choice of 
territory plus full cooperation of capable 
staff assures sterling proposition for right 
man. Address Box 9-J, Business Screen 
Magazine, 20 N. Wacker Drive, Chicago, Ill. 











"WAY BACK WHEN—in 1918 a DeVry saies con- 


ference and “get-together” met before the cam- 

era. More than twenty years after—in 1941— 

over 188 DeVry representatives, audio visual spe- 

cialists, from practically every state in the union 

will meet at the Corporation’s Chicago convention 

this summer. Mr. H. A. DeVry, president, is 
third from the left in the back row. 





LOCAL PROJECTION SERVICE 





California and Pacific Coast — 





ALLIED FILM EXHIBITORS, Inc. 


672 South Lafayette Park Place - Los Angeles, Ca’. 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 

56 exchanges serving 250 communities in the 
Western Trading Area. 


Regional offices 
SAN FRANCISCO © PORTLAND ¢ SEATTLE 





Florida — 





FOR COVERAGE IN SOUTHERN 


FLORIDA 


Complete 16 and 35 M.M. Projection 
Service with Sound 


ROBERT A. JENNINGS, Inc. 


Producer of Commercial Films 


Paim Beach, Fia., P.O. Box 187, Dial 3535-4776 

















SAFEGUARD YOUR FILMS 
pry —_ mee 
Pons Da 16MM REELS 
SHIPPING) §& SHIPPING gy 
CASES SANE N TRANSIT 














New England — 


NEW ENGLAND 


Shinty Dana CG mye ta 
63 St. John Street 





New York, New Jersey, Connecticut — 





16MM & 35MM motion picture projection 

service. Arrange club, 
school, church showings, supply equipment and operators. 
Full responsibility, one-time or long runs in New York, 
New Jersey, and Connecticut. Continuous projection and 
sound-slide film service. Have largest local list of the- 
atrical outlets for top quality industrial films. 


KING COLE'S SOUND SERVICE, Inc. 


203 E. 26th ST.. NEW YORK CITY LEx. 2-678! 








COMMERCIAL PICTURES? 


We Have Projected Them for Over 30 Years 

Complete projection service, 16 or 35 mm. equip- 

ment including screen, operator and transportation. 
Cinema Sound Service 


580 FIFTH AVENUE NEW YORK, N. Y. 
LONGACRE 3-5822 
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I SCOUT for TALENT 


(Continued from Page 16) 
with the advent of sound pictures it 
was a different story. Voices be- 
came all-important and many a hero 
and heroine of the silent era were 
suddenly out of the running! There 
was a grand rush for vocal in- 
Some survived, others 
succumbed under the new require- 
ments. 

As the talkies developed and be- 
came more and more perfected, the 
requisite of good vocal attributes as- 
sumed greater proportions. Today 
the standard is such that what goes 
into the movie microphone is equal- 
ly important with that which enters 
the camera lens. 


struction. 





NOTES ON PRONUNCIATION 











® AN ACTOR speaks lines with one 
purpose in mind—to convey a mes- 
his audience. To accom- 
plish this end those lines must be 
spoken with clarity. Lacking this 
quality, an actor’s speech will be 
ineffectual and lost. Many a tal- 
ented prospect has failed to con- 
vince his listener not for any lack 
of talent, but because what he said 
was not Nobody 
knew what he was talking about. 


sage to 


understandable. 


It is very important, therefore, 
for a prospect to speak distinctly 
and clearly. As words are formed 
by the combined use of the tongue 
and lips, a brief discussion on these 
organs should be helpful. First of 
all, the prospect should acquire 
suppleness and flexibility of these 
instruments of speech. Any rigidity 
on their part will impair their use- 
fulness. Frequently, after an audi- 
tion during which the artist has ar- 
ticulated his words in a stilted, con- 
tracted manner, a simple suggestion 
that he relax and use the lip mus- 
cles more extensively will result in 
a marked improvement of speech. 

In such cases we suggest an ex- 
aggerated use of the lips together 
with their complete relaxation. At 
first the effect is almost a grimace, 
but once the point is driven home 
the lip movement is restored to 
normality, while the 
mains. A term I often use to de- 
scribe that stilted, rigid diction is 
“surreptitious.” 
that muttering enuncia- 
tion. The presence of this defect 
the that the 
artist is telling you something very 
confidential and is afraid of being 
overheard, like the tout who tips 
you off to a 
third race,” at the same time urging 
you to “keep it under your hat.” 
You’ve met that kind! Therefore I 
recommend that a prospect relax 


benefit re- 


by which | mean 
secretive. 
creates impression 


“sure winner in the 
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and get the full benefit of his lip 
and tongue muscles while speaking. 

Now then, words are composed of 
vowels and consonants. Each of 
these merits equal independent at- 
tention in the process of clear 
speaking. Too often a_ prospect 
makes no distinction between them, 
and the resultant speech is almost 
a slurred jumble of strange jargon. 
We don’t know what he is talking 
about, and his performance is not 
acceptable. 

The English language is very 
beautiful when _ correctly pro- 
nounced, but like everything else it 
loses its beauty when mutilated. It 
is expected of an artist, to whom 
language is one of his tools of trade, 
that he of all people should be pro- 
ficient in the art of good speech. A 
vowel should be given full value in 
pronunciation. Likewise the con- 
sonants, both at the beginning and 
at the end of the word. Let the list- 
ener hear every syllable and letter 
to the very end of the word. 

Occasionally a prospect may have 
a speech impediment such as a lisp 
or a “slush.” Where they are not 
the result of structural or organic 
deformity these faults may be cor- 
rected. Frequently the lisp or 
“slush” is caused merely by the 
wrong position of the tongue or 
lips when coming in contact with 
the teeth. In other cases, they may 
result from the fact that the front 
teeth are spaced wide apart, allow- 
ing the escape of excessive breath 
through those spaces. The cause of 
the impediment should be deter- 
mined and the proper remedy ap- 


plied. 


EXAGGERATION HELPS LEARNING 


During the initial period of stu- 
dying how to pronounce the vowels 
and consonants properly, it is wise 
them. This can be 
accomplished by greatly emphasiz- 
ing the particular sound of the 
vowel and slightly prolonging it, 
and by hitting the consonants with 
a punch, Afterward, when the pros- 
pect feels he is enunciating dis- 
tinctly, he can “tone down” and re- 
sume a normal and natural speech. 


to exaggerate 


A consonant that causes particu- 
lar confusion is the “r.” I have 
heard an amazing variety of pro- 
nunciations of this innocent little 
letter. Some prospects utter it with 
a bit of the East, others with a touch 
of the “Old South.” This candidate 
rolls it in true classical style; that 
one combines and utilizes all vari- 
eties, a different one in every sen- 
tence. Normally, and for ordinary 
purposes, the “r” should be that 
which is used in our mid-Western 
cities. It should not be rolled or 
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... AND IN 1940 


‘ over fifteen million persons in the 
United States, Canada and Latin 
America viewed the seven hundred 
and sixty-two prints of the one and 
two reel theatrical, informative and 
industrial films in black and white 
and color produced and distributed 
by 


EMERSON YORKE STUDIO 


130 WEST 46th STREET 
Phone: BRyant 9-9091 
NEW YORK CITY 
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| EXPRESS! | 


These are lively times, but the livest release is 
a dead one if it fails to keep its dates. So, ship 
your films to conventions, clubs, - schools, 
theaters and private homes by dependable, top-speed RAILWAY 
EXPRESS. All shipments are called for at your door, routed via fast 
trains and delivered direct, all without extra charge, in all cities 
and principal towns. Low rates. Nation-wide coverage. Just as fast 
and sure for trailers, stills, posters, promotion supplies, equip- 
ment, etc. For arrangements and service, just phone our local 
agent. He’s a good man to know. 














e AIR EXPRESS—3 miles 
—special delivery 


For super-speed us 
a minute — special pick-up 


RAILWA XPRESS 


AGENCY INC. 








NATION-WIDE RAIL-AIR SERVICE 
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FOB HAWK entertains a Chanin Auditorium Audience 


before a broadcast over the Mutual network 


CHOSEN... 


FOR IMPORTANT EVENTS 


For important press and trade previews, first showings to boards 
of directors, sales conferences, dealers’ conventions, style shows 
and announcements of new products and manufacturing pro- 
cesses, large business organizations year after year choose the 


Chanin Auditorium 


The location is as distinctive as it is convenient — on the 50th 
floor of the 56-story Chanin Building, opposite Grand Central 


Terminal at 42nd Street and Lexington Avenue 


High-speed express elevators, ample foyers and smoking rooms 
comfortable opera-type chairs and, above all, the dramatic view 
over all New York mean comfort and enjoyment to all whom 
you invite. Large space adjourning the Auditorium is available 


for displays and refreshments 


Stage facilities, lighting equipment, motion picture and public 
address systems, dressing rooms and working space all are ar- 


ranged for the utmost efficiency. 


The Auditorium is in charge of a staff accustomed to rendering 
a painstaking service that meets the needs of even the most exact 


ing and complicated events 


Complete information concerning facilities, rates and available 


dates will be furnshed upon request. 


CHANIN AUDITORIUM 


501rn FLOOR or tne CHANIN BUILDING 
122 EAST 42nno STREET * * * NEW YORK 
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(Continued from Previous Page) 
“British,” but sounded with a soft 
“burring” quality. The soft “r” in 
the word “roaring” is suggestive of 
the type meant. Naturally, a partic- 
ular characterization in a movie 
may require a different “r.” But or- 
dinarily the above rule prevails. 


Avow Beinc Too Perrect 

Incidentally, in acquiring good 
clear pronunciation one must be 
very careful to avoid being meticu- 
lous or super-perfect. Poor, obscure 
speech may be negatively unimpres- 
sive, but extra-pompous and super- 
elegant discourse is positively so. 
The prospect should therefore re- 
frain from any affected or exagger- 
ated pronunciation. All that is re- 
quired is a simple, clear, conversa- 
tional style that we hear and meet 
with in our everyday life—no more, 
no less. 

Another factor greatly influenc- 
ing good pronunciation is tempo 
the pace or speed at which an artist 
talks. In a subsequent chapter, tem- 
po, its changes, and its counterparts, 
the pause and timing, will be dis- 
cussed in connection with interpre- 
tation. The reference to it here is 
merely as to its effect on pronuncia- 
tion. 

Many young artists speak too 
fast. They seem to be in a great 
hurry to get it over with. The list- 
ener cannot absorb the speaker's 
words quickly enough, and as a re- 
sult there is a race between the ar- 
tist’s verbal streaks of lightning and 
the listener's power of absorption. 
Invariably the artist wins the race 

and what is left? A bewildered, 
weary person who really was all set 
to hear and enjoy what the speaker 
had to say, but instead was invei- 
gled into a marathon. 


Stow THE Man Down 

Occasionally the listener may 
save the day by interrupting the ar- 
tist and asking where the fire is. An 
embarrassing silence ensues, broken 
by expressions of regret from the 
speaker, who thereupon shifts his 
gear into low and starts off again 
in first speed. But soon he is on the 
accelerator again and, throwing his 
car in high, whizzes forward at full 
speed. The listener then assumes the 
role of a traflic cop, and stops him 
again, and the ride is over! “Why 
the hurry?” is a question every 
prospect should ask himself when 
reading lines. 

Of course, as will be brought out 
later, it is often necessary to speed 
up the tempo for dramatic effect. 
But never at the sacrifice of clear 
pronunciation! Rapid-fire tempo 
requires great facility of speech. It 


should not be attempted until the 
prospect has absolute mastery over 
the fundamentals. 

Conversely, on many occasions, 
we meet a prospect who speaks too 
slowly. His speech is _ sluggish, 
phlegmatic, too drawn out. This de- 
fect does not necessarily detract 
from good clear pronunciation, but 
it certainly impairs the effective- 
ness of what is said. The listener 
leans forward, and waits and waits 
for each succeeding word. He soon 
becomes drowsy and is almost 
lulled to sleep by the anaesthetic 
effect of the monotonous tempo. 
How the speaker himself remains 
awake is a mystery. 

Nevertheless, this type of impair- 
ment can be remedied by a con- 
scious, persevering effort to speed 
up the tempo, even to the extent of 
at first neglecting clarity of pro- 
nunciation. Then, after the pros- 
pect has acquired the habit of talk- 
ing faster, attention can be directed 
toward speech improvement. 


Don’t Be Provincia. 

As with the above mentioned 
type of “r” to be used in pronun- 
ciation, so likewise a, prospect's lan- 
guage should not be spoken in dia- 
lect. By that is meant that the style 
of speech should not be sectional 
neither Eastern, Southern, nor West- 
ern, nor any other “tongue.” For 
ordinary purposes, a pure mid- 
Western metropolitan accent is de- 
sired. 

Now, for fear of being accused 
of geographical partiality, let me 
asure you that I am extremely fond 
of every part of our beloved coun- 
try. I greatly enjoy the so-called 
New Yorker’s dialect. and | thrill 
to the soft Southern drawl. Simi- 
larly, the easy, carefree inflection 
heard in our magnificent wide open 
spaces of the West and Southwest 
affords me considerable pleasure, as 
do the poignant colloquialisms 
heard in the hills of Tennessee and 
Kentucky. Absolutely no sectional 
favoritism is intended. 

But normally, the style and ac- 
cent of speech should be that used 
in urban Detroit, Chicago, Milwau- 
kee, Cincinnati, Cleveland, Pitts- 
burgh, and the like. Where the re- 
quirements of a particular role ne- 
cessitate any dialect or accent, the 
artist can easily study and learn 
the same. 

The point is that for audition or 
test purposes, a prospect should 
avoid as much as possible any sec- 
tional inflection or mannerism of 
speech. Above all, he should pro- 
nounce his words in a clear, sim- 
ple, and conversational manner, 
avoiding undue rapidity or slug- 
gishness and superfluous precision. 
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They Re-ordered! 


Here is a partial list of industrial, educational, governmental ; = ® 
and other users of Ampro projectors who have re-ordered again 
and again —on the basis of the performance of their original 
purchases. Some of these customers have hundreds of Ampro 


precision projectors in constant operation: 


Allis-Chalmers Company General Tire and Rubber Company 
American Air Lines Wilding Picture Productions, Inc. 
Firestone Tire & Rubber Company Cocc. Camps in Sparta, Wis., El 


Frigidaire Division, General Motors Paso, Tex., Phoenix, Ariz., Fort 
General Electric Company Bragg, N. C., Columbus, Ohio 

The Jam Handy Organization 
Massey Harris Company 
Mead-Johnson Company 


Ideal Pictures Corporation 


U. S. Navy Recruiting Service 


Oh otk Desehins U. S. Dept. of the Interior on 
Fisk Tire Company Boards of Education in New York, = 
General Motors Acceptance Corp. Chicago, Detroit, Kansas City, and ay = a 
Servel (Electrolux) hundreds of \ Mok — 
Anheuser-Busch, Inc. other cities ——— 
Stewart-W arner and many 2» — Ser 
Illinois Bell Telephone other city, = > 
Dictaphone Corporation state and =z 
Wright Air Field national =< 
Collins and Aikman government ae 
Barrett Company departments. 


Union Carbon & Carbide Co. 
Kraft Cheese Company 


Keystone State Amusement Co. 


Squat fie 


Stnyoro Catalog 


Showing complete line of Ampro 16mm sound- 
on-film, silent,and convertible to sound models. 
Thousands of Ampro precision projecters are 
rendering splendid service for the sales depart- 
ments of America’s largest corporations. Find » | 
out what they can do for you. 
















_ mes a . LIT TT ee Se A RR RNR 8 doers — . 
; AMPRO CORPORATION, 2839 N. Western Ave., Chicago, IIl. 
Please send me new Ampro Catalog. I am particularly interested in: 
C1) New Amprosound 16mm Projectors. 
; ; [) Ampro 16mm Silent and Convertible to Sound Projectors. 
; & : (1) Ampro Continuous Projectors. 
Name 





Address 


PRECISION CINE EQUIPMENT © = 


So eapam PLANES, clashing tanks and gallant fighting ships 


are spectacular. But equally important are the workings of 


science behind the scenes in industry and agriculture. 


The U. S. Department of Agriculture pathologists are silent 
fighters. The job of these men is to protect agriculture from 
pests and disease insofar as it is humanly possible. One of 
their principal aetivities is in connection with our cotton crop 


which provides essential sinews for war and peace. 


Cooperating closely with the Bureau of Plant Industry is the 
Bayer-Semesan Co., whose picture, “Seeds of Prosperity,’ has 
been shown to thousands upon thousands of cotton farmers all 


over the great south and the great southwest. 





Every operation in modern Business can be improved by getting better understandings — 







- A HANDY Oxgenizction 
The SEAM AE Onganization 
- Sales Mee ( § efilms’@ Talking Pictures ® Convention Playlets 
* New York 9 i lo woot * Chicago & Detroit * Dayton - © Wilmington 
. 49 West aéth Street ? 7046 He ly , 230 N Michigan Boulevard 2900 East Grand Boulevard 702 Mutual Home Building 922 Shipley Street 
VAnderbilt 65290 | 
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